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PROMOTIONAL JOBS 


LECTRICAL men are keen on sales promotion. It is 
in their blood, since this whole industry has been built 
by educating the public to the economy and benefits of 

its services. And sales of equipment and kw.hr. have mounted 
year by year. But the present emergency is discouraging 
expansion. We will have less of most types of home equipment 
to sell. OPM officials, so it is said, frown on the advertising 
of appliances for sale by utilities. Therefore, the promotional 
minded in this business are seeking new paths for their 
activities. 

This was brought out at the meeting last month in Wash- 
ington of the International Association of Electrical Leagues. 
These league men, carrying the banner of cooperation in 
building a stronger and better business and broadened service 
to the public, considered the problems of where electrical 
promotion should now head. 

They expressed the industry conviction that education must 
not stop; that the public must be kept electrically conscious; 
that although the sale of appliances for the home may be scaled 
below the level of consumer demand, there are yet cooperative 
industry activities that are necessary and highly rewarding 
and should be carried on during this emergency period. 


S. BARTLETT, president of the Association and managing 

e director of the host league, Washington, D. C., struck the 
dominant note of the meetings, proposing a reconsideration of 
the promotion problem and a switch to new types. 

Briefly, he recommended that educational campaigns which 
cannot at present be directed toward the sale of new appliances, 
can and should be keynoted to showing how the use of elec- 
tricity in the home ties in with national requirements for 
conserving resources. Steel, copper and aluminum, rubber and 
cork and chromium make the headlines today. All have to 
be conserved toward the great problem of defense. But equally 
important, and just as directly related to national problems of 
today and tomorrow is the conservation of health, manpower 
and its productivity, the well being and contentment of all the 
people, and the safeguarding of the coming generation. These 
objectives are closely related to the electric range, refrigerator, 
washer, cleaner, lighting and water ehating in the home. 
Furthermore, an educational program of this nature can best 
be carried through by cooperative action. It is not the job 
only of the manufacturers of the equipment or the utilities 
supplying the service, but of all trade and industry forces. 

This new promotion will take many forms. One is to keep 
appliances in use. R. H. Jones of the Cleveland League 
reported on an instructive survey made in his city recently, 


which showed that 157 appliances in 275 homes are not regu- 
larly used. As he expressed it, “some place between the point 
of sale and the point of shelving, the selling of use has been 
neglected.” Here, then, is one of the jobs to be undertaken, 
that of reselling the public on appliances whose merits have 
been neglected and forgotten. And tied into this is a greater 
attention to service. Bringing more dealers to undertake at 
least minor repair work so that when appliances are taken 
down from the shelves, there will be a local service man 
to put them back into good operating condition. 


IGHTING is receiving deserved emphasis. This most funda- 

mental of electrical services is coming in for a new wave 

of promotion and education. The value of higher intensities 

in home lighting needs to be more appreciated, the public 

must be repeatedly and forcefully told how a few dollars 

invested in better light will add immeasurably to the comfort 
and pleasure of home life. 

Then there is the plain obligation to keep the public informed 
on such fundamental matters as changing conditions of purchase 
and sale. The new installment regulations offer an example. 
Business has been lost by the electrical appliance trade, simply 
because the public does not understand what the Federal 
Reserve Regulations mean. The alert Cincinnati Association 
met this condition by taking the facts to one of their local 
newspapers. They pointed out that public ignorance of Regu- 
lation W was holding back appliance, radio, and other buyers 
who are accustomed to pay on installments, with the result 
that the newspapers are losing advertising space. The Cin- 
cinnati Times Star got the idea at once, and ran a series of 
extremely well prepared advertisements-which made clear to 
the Cincinnati public that they could still buy on installments, 
and furthermore that prices had not been greatly effected by 
either the alteration of installment terms or by excise taxes. 
The reassuring character of these advertisements had an imme- 
diate and beneficial effect on the appliance business in that 
community. 

These are a few eamples only of how alive the men in this 
business are to changing conditions, and with what resource- 
fulness they are meeting the challenge of these times. 
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T is an old axiom in war that when 
the defense gets too strong, there 
will be developed of necessity a 
offense. 
lent 


onliance 
Appl ance 


new type of 

It is ve ry evi 
Electrical 
going to have to prepare a new offense. 


The customer has dug himself in deep 


that we, in the 


Industry, are 


—behind a triple line of entrench- 
ments 
1. The Higher Price Line. 
2. The Increased Excise Tax Line. 
3. The New “Time Selling” Line 
Our sales army, after five or six 
years of easy selling on the basis of 
“price” and “long terms,” has grown 
soft and flabby with garrison life, 


customer has 
defensive and dug in behind his three 
fortified in 
depth with tremendous sales resistance 

We 
take the 
the customer’s new defense lines. No 


athletic 


while the gone on the 


lines of entrenchments, 


of the sales army will have to 
offensive and break through 


army or team ever won a 


Hiring, training and paying retail salesmen has always been an important subject— 
but never more so than during the present emergency, says the author, a successfu 


appliance dealer who gives some fundamental rules to follow in this article 


battle or a game by defense tactics. 
The best defense is always a strong 
offense. 

We must return to the basic funda- 
mentals of Specialty Selling. 

The appliance industry gone 
through some tough times in the past 
and has always come out of them 
intact, with added strength and con- 
fidence in its ability to overcome all 


has 


obstacles, 

To what did the industry turn in its 
organization and expansion era from 
1926 to 1931, the “Shirt-Losing”’ pe- 


riod ? 


To Salesmanship! 


To what did the industry turn in the 


by short-sighted distributors and deg 
ers who could not see that the sale 
man who made from $250 to $300 
month was the best investment the 
had, and that “chiseling” on the sale 
man by competing with him, by ove 
dealerization, and by cutting his cor 
mission, was fatal. 

It.is my firm conviction that we 
the industry are going to need go 
salesmen now more than ever before 
In returning to those fundamental 
Specialty Selling, we must fir 


black “bank holidays” era of the 
spring of 1932, and in the tough sell- 
ing years of 1933-1934-1935? 

To Salesmanship! 

And now, in these confusing days 
of 1941-1942, with war priorities, ex- 
cise taxes, and new selling terms, to 
what must we turn? 

To Salesmanship! 

We must go back to those funda- 
mental principles expounded by the 
late John H. Patterson of NCR fame. of 
It is certainly regrettable, that many analyze our customer. We mu 
of the fine salesmen developed in the visualize and dramatize our sellin 
past by the Honor Selling organiza- Such old truisms as “Use the User 
tions of the refrigeration industry have and “The Eye sees 22 times better tha 
been allowed to pass out of the picture, the Ear hears,’ have almost been di 


GETTING THE SALESMEN READY FOR 


Ray Weibel, veteran salesman for the George B. Bracken Company, La Crosse, 


Wis., is a Westinghouse Quote-Buster and member of the Inner Circle. 


He is 


shown going into detail on an electric range demonstration to a local family. 


Getting the sales story straight: N. A. Hielte, Westinghouse merchandise super- 
visor; Carl Spieth, salesman; Miss A. Detthof, daughter of the manager; and 
George Lindle, salesman—all of the Detthof Hardware Co., Muscatine, la. 
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And this is George B. Bracken, himself, of La Crosse, Wis., engaged in selling the 
last of his 1941 refrigerator models in preparation for ‘42. 'A small store with 
a small overhead” is Mr. Bracken'’s motto—and he's been in business 20 years. 


A. M. Ryser, Westinghouse dealer supervisor, tells Howard Couch, salesman for 
the Capitol Radio and Appliance Company, Madison, Wis., what he probably can 
expect in the 1942 Westinghouse refrigerator line. Note background sign. 
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tarded in recent years, when selling 

f “price” and “terms” was all that 
was ever thought of. 

The American system of private ini- 
tative, of resourcefulness and cour- 
age on the part of the dealer and the 
salesman, has not died; easy selling 
pf price and terms has only made it 
lormant. The coming years are a 
thallenge to all of us. Manufactur- 

Sees and distributors must support their 
dealers, while the key dealers 

and the salesmen in turn must back up 
heir distributors and manufacturers. 
American team play has always been 
buccessful, whether in the bloody 
thickets of the Meuse Argonne, on the 
finder track of the Olympics, or on 


made just as effective now, in this 
present economic crisis. To do this, 


ng the 

with @owever, we must have salesmen, men 

years. who are keen, alert, energetic, and 
vell-paid. 

This matter of securing salesmen, 
an for Mraining them, and keeping them, has 
bly can Been a very important topic for many 
gn. ears and reams could be, and have 


heen written, about the subject. How- 
ver, from long experience I have 
und that one must have actually 
old appliances to fully understand the 
problem. 


EN DO'S FOR 
OBTAINING SALESMEN: 


The following Ten Do’s for obtain- 
ng salesmen are the result of 22 years 


Here, (left) the author, Donald S. Stophlet, proprietor of Lofgren's, Moline, Ill., 
goes over 1942 merchandising plans with John E. Sweeney, division manager of 
Westinghouse Supply and N. A. Hielte, merchandise supervisor, Westinghouse. 


he gridiron of the Rose Bowl. It can, 


of experience with them and _ their 
problems. 

1. Always use word-of-mouth ad- 
vertising. One good salesman always 
knows where another good man can 
be found. Want ads, except in large 
cities, will rarely produce the right 
man. 

2. Start capable new men in the 
business. It is better to start with 
new men, possessing the proper educa- 
tion and background, training them to 
your way of business operation, than 
it is to try fitting into your organiza- 
tion some “floater,” who has been with 
half a dozen different ,refrigerator 
companies and thinks he knows all the 
answers. Good men rarely change 
lines except under unusual circum- 
stances; “‘floaters” always do. 

3. Look for the good salesman who 
is successful in selling YOU. Watch 
tle man who sells you your cash regis- 
ters, insurance, automobiles, and oil 
burners. . Investigate his earnings, and 
then proceed to show him that perhaps 
he can make more money with you 
than he is making in his present field. 


Donald S. Stophlet 


Then the salesmen get the story: Sitting are D. S. Stophlet, John E. Sweeney of 


By 


Westinghouse Supply and Fred F. Hein, Lofgren's salesmanager. Standing are Ed 
Kahler, Bill Hartman and Dean Morris, Lofgren's salesmen and N. A. Hielte. 


4. Watch for the older man, 50 to 
65, and even older. This man is al- 
ways more reliabie and settled, and has 
frequently been a good producer in 
other lines, only to have been mistaken- 
ly let go as too old. He can often be 
developed into a very good producer 
in your line. When you get a man of 
this type, he is usually intensely loyal 
and dependable. He appreciates what 
you are doing for him, and gets on 
very well with your customers, creat- 
ing customer confidence, the ability 
wiich younger men often lack. 

5. Always investigate new men. 
Sound out their family connections; 
see that the wife and family are sold on 
the business. Sometimes potentially 
successful salesmen are undermined 
in their own confidence by wives who 
do not understand the specialty selling 
business, or by wives who have Cadil- 
lac and Lincoln appetites on Ford in- 
comes, thus keeping their husbands 
constantly in debt. 

6. Be very careful about hiring 
away your competitor's leading sales- 
man. Very frequently this salesman’s 


EDITOR'S NOTE: The writer of this article, D. S. 
Stophlet, is 2 veteran in the electrical merchan- 
1. During the 22 years in the industry, 


had experience in all five of the basic 
f the business, namely, retail salesman, 


presentative, distri 


and factory representative. 


success is due to the competitor’s 
methods of doing business, and not 
necessarily to the salesman’s ability. 

7. Learn to develop your own men. 
By doing this, you will have a more 
stable and loyal organization. See 
that each salesman has a regular in- 
come, no matter how small. It may be 
necessary to gamble a little on how a 
man will develop, yet pay them a small 
salary each week, until they reach an 
earning capacity where you can pay 
them $35 to $50 a week, with monthly 
settlements. A good rule to fellow 
is to put a new man on a $25 per week 
basis for four weeks. In this time he 
will show you whether he is a producer 
or not. 

8. Consult your existing sales force 
before taking ona new man. Let them 
look him over. Your veterans will 
quickly size him up, determining 
whether he is a “Floater,” a “Draw- 
ing-Account Hound,” a “Chiseler,” or 
a “Regular.” They will also tell you 
if they feel that you are over-salesman- 
izing your force. The “law of dimin- 
ishing returns” certainly operates very 
quickly in cases like this, and you can 
easily ruin a good producing sales force 
by having too many salesmen, for this, 
of course, reduces the net income of 
all of them. 

9. Consult your distributor's dealer 
supervisor constantly. These men are 
usually highly skilled merchandisers 
who know good salesmen when they 
see them. Always seek the advice of 
your distributor on new salesmen. 

(Please turn to page 56) 
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Long List 


MERCHANDISE MART EXHIBITORS 
Apex-Rotarex Corp 1473 
Bersted Mfg. Co 14-107 
Chicago Electric Mfg. Co 14-121 
Columbian Enameling & Stamping Co. 1497 
Dominion Electric Mfg. Co 1422 
Dormeyer, A. F. Mfg. Co 1472 
Easy Washing Machine Co 7-151 
Electro-Cosmic Inc 1490 
Everedy Co., The 980 
Fearless Dishwasher Co 15-125 
Federal Fluorescent Corp 1498 
Freshndaire Electric Fan Co 1472 


Frigidaire Div., General Motors Sales 


712 
Gale Products Div., Outboard Marine 

& Mfg. Co 1472 
Garland Stove Co 1469 
Gibson Elec. Refrigerator Corp 1410 
Knapp-Monarch Co 1483 
L. & H. Mfg. Co 1482 
Landers Frary & Clark 1416 
Lewis Elec. Mfg. Co 1488 
Liberty Electric Co 1482 
Lightolier Co 1267 
Lindemann, A. J. & Hoverson Co 1470 
Lisk Mfg. Co 1402 
Lurite Corp 1495 
Manning Bowman & Co .. 1466 
National Enameling & Stamping Co... 1462 
National Enameling & Stamping Co., 

Elec. Div 1422 
National Sewing Machine Co 1468 
National Washboard Co 14-106A 
Northern Electric Co 14-107 
Nu-Tone Chimes, Inc 1422 
Perfection Stove Co., Superfex Div. . 7-208 
Porcelier Mfg. Co 1422 
Proctor Electric Co 14-104 
Safe-Delay Switch Corp 1498 
Samson-United Corp 1498 
Scurlock Corp., The 1477 
Session Clock Co., The 140? 
Silex Co., The 14-109 
Son-Chief Electrics, Inc 1477 
Spargo Wire Co 1497 
Sparton Co., The ..1294 
Steel Kitchens Corp 1455-A 
Steinmetz & Kelly 1422 
Swartzbaugh Mfg. Co., The 1498 
Universal Elec. Log Co 1491 
Universal Washing Machine Co 1406 
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Night view of the Merchandise Mart, Chicago 


IKE the Dutchman who reported 
himself “peewildered” by all 
he saw in the newspapers, many 

an electrical dealer is going to clap 
on his hat January 5 to 17 and stomp 
off to Chicago to find out what all the 
Washington hullaballoo means in terms 
of merchandise for 1942. 

Three 
previous 


never heard of in 
markets, the 
dealer into Chicago this coming Jan- 
uary. He 


fc yrces, 


are pushing 


wants: 


1. To learn the low down on present 
sources of supply. 

2. To give the once over to other 
lines which he may have to substitute 
in case the war cracks down on stocks. 

3. To gain first hand knowledge of 
the merchandise and the delivery sit- 
uation for the first quarter of 1942. 

Not three, but four trade shows will 
have the welcome sign out during this 
period. Here is what they offer and 
press time lists of exhibitors: 


The Merchandise Mart 


JANUARY 5-17 


HIS colossal edifice houses 6,000 


lines of which 1,900 are home 
furnishings. It is a place in which 
one May get an ice cream cone, trv 


on a pair of shoes, cash a check or 
park a wife at the “Club Matinee” 
program of the National Broadcast- 
ing Company. Two parking lots per- 
mit buyers to drive up in state in 
their own jallopies, and there are six 
restaurants in the building ranging 
from snack bars to the Merchants 
and Manufacturers Club which puts 
on a tidy party the opening night of 


the housewares 


Previews of 


show, January 4. 
the lines to be 
introduced at the markets revealed gen- 
eral shortening of lines, declares Percy 
Wilson, managing director of the Mer- 
chandise Mart. However, 375 house- 
ware and appliance manufacturers will 
reveal their complete catalog for the 
first time since Governmental limita- 
tions were placed on the industry. 

Following is the list of manufac- 
turers with electrical appliance or 
allied displays on record November 
27 (see first column) : 


new 


DECEMBER, 1941—ELECTRICAL MERCHANDISING 


The American 
Furniture Mart 


JANUARY 5-17 


VERLOOKING Lake Michiga: 

the American Furniture Mart will 
attract approximately 13,000 buyer 
from January 5-17, in the opinion 
Frank S. Whiting, vice president of 
the mart. 

Space occupied by the Kitchen 
Klinic will be dismantled and _ taken 
by Westinghouse Electric & Mig 
Company, Crosley Corporation, an 
Coleman Lamp & Stove Co. Sone 
of the new tenants include Genera 
Electric Company, Norge Corpora 
tion, Stewart-Warner Corporatior 
and Gibson Electric Refrigerator Corp 
In addition long term exhibitors ar 
Kelvinator, Hotpoint, Philco Radi 
& Television Co., Frigidaire Corp 
Dayton Refrigerator Co., and Ameri 
can Stove Co. 

“Restricted supplies of metal an 
other materials,” says Rut! 
Hammond, “are expected to bring ou 
new developments in home appliance 
and some of these lines incorporating 
substitute materials will be shown a 
the winter markets.” 

Dealers who have had trouble i: 
obtaining supplies of appliances, indi 
cate that they may stock lamps, furni 
ture, floor coverings and other home 
furnishing items to round out thei 
lines. Manufacturers will write al 
the business in January that they feel 
they will be able to deliver. Here are 
some of the exhibitors: 


FURNITURE MART EXHIBITOR 
Stoves and Ranges 
A. & J. Mfg. Co.... 


American Stove 
Cavalier Corp..... 1145 
Coleman Lamp & Stove Co.........541-42 
Comstock-Castle Stove Co......... 546-5 
Detroit Vapor Stove Co..............522 
52 
Dortch Stove Works Inc........... 512-8 
Du-Therm-Div. of Motor Wheel Corp... 509-8 
Edison G.E. Appliance Co............ 528 
508- 
General Electric Co................ 544-D 
Gibson Elec. Refrig. Corp......... 510- 
Gray & Dudley Co................ 515-8 
Hardwick Stove Co................ 1139 
International Oil Burner Co......... 512 
Knox Stove Works.................. 513 
513- 
50 
Motor Wheel Corp................ 509-8 
Kelvinator Div. of Nash -Kelvinator 


Norge Co 
Odin Stov 
Phillips & 
Premier Si 
Prentiss-W 
Round Oa 
Quaker M 
Siegler En 
Stewart-W 
Tennessee 
United St 
Welbilt A 
Westingh« 
Kir 
Art Crest 
Barler Me 
M. Block 
Borden C 
Border © 
Coppes, 
Edison G 
Frank & § 
General | 
Harris Hi 
Hoosier 
Inter-Stat 
Kemper 
Kuehne | 
Louisville 
Marsh Fi 
Richmone 
Salmanso 
H. J. Sel 
G. |. Sel 
Showers 
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Hunt for merchandise and new lines to bring merchants to Chicago January 


anuary Shows 


Norge Corp. Div. of Borg-Warner... . 503 
Odin Stove Mfg. Co..... ‘ 1438 
Phillips & Buttorff Mfg. Co 518 
Premier Stove Co........ 514-B 
Prentiss-Wabers Products Co 514-A 
Round Oak Co.......... 531 
Quaker Mfg. Co...... 516-B 
Siegler Enamel Range Co. 511-B 
Stewart-Warner Corp..... 546-B 
Tennessee Stove Works.... 825 
United Stove Co.......... 549-B 
Welbilt Appliance Corp...... 521 
Westinghouse Elec. & Mfg. Co. 501 
Kitchen and Laundry Cabinets 
Art Crest Mfg. Co................ 1136 
Barler Metal Products Co 644 W |, 
M. Block & Sons....... . 816 
Borden Cabinet Corp... . 
Border Queen Kitchen Cabinet. 1612 
Edison G.E. Appl. Co 528 
Frank & Son Inc........ 1012-13 
General Electric Co........ 544-D 
Harris Hub Bed & Spring Co 749 
Hoosier Mfg. Co.......... 1025 


Inter-State Metal Products Co . 632-35 


Kemper Bros. Inc. . i), 
Kuehne Mfg. Co...... 739-40 
Louisville Chair & Furn. Co 1446-47 
Marsh Furniture Co... 1425 
Richmond Cabinet Co. . 121 
Salmanson & Co. Inc.. .407 
H. J. Scheirich Mfg. Co. .. 845 
6. |. Sellers & Sons........ 1536 
Showers Bros. Co......... 1501 04-41-43 
Linoleum 
Congoleum-Nairn Inc................. 132 
Mannington Mills......... .540-B 


Cabinet Sinks and Laundry Tubs 


General Electric Co............. .544-D 
1025 
G. |. Sellers & Sons Co.............. 1536 
Refrigerators and Ice Boxes 
Cavalier Corporation. ... . 1145 
Crosley Corp.......... 541-42 B 
Dayton Refrigerator Co 549-A 
Edison G. E. Appliance Co 528 


Frigidaire Corp.......... 


General Electric Co................ 544-D 
Gibson Elec. Refrig. Corp 510-A 
Heinz & Munschauer..... 549-A 
Ice Cooling Appliance Corp 538-A 
Kelvinator Div. Nash-Kelvinator 515-A 
Norge Corp. Div. Borg-Warner....... .503 
Philco Radio & Television Co.. 536 A-37-A 


Stewart-Warner Corp............... 546-A 


Westinghouse Electric & Mfg. Co.... .501 
Washers, Ironers and Dryers 
Appliance Mfg. Co. 509-A 
Associated Mfrs. of America. 513-B 
Automatic Washer Co...... 513-A 
Barlow & Seelig Mfg. Co.. 530 


Barton Corp....... 549-A 
Blackstone Corp. . 
Crosley Corp. 


ELECTRICAL MERCHANDISING—DECEMBER, 


Detroit Vapor Stove Co 522 
Easy Washing Machine Co 520 
Edison G.E. Appliance Co 523 
Frigidaire Corp...... 508-A 
Gain-A-Day ..... 1008-10 
General Electric Co. . . 544-D 
Holland-Reiger Inc... .. 
Horton Mfg. Co.. 5!0-A 
Meadows Corp....... 1008-19 
Norge Corp. Div. Borg-Warner 503 
Morris S. Segal Corp : 1008-10 
Westinghouse Elec. & Mfg. Co 50! 
Radios 
Brunswick Radio, Div. Mersman Bros. 
923-5 
Crosley Corp.... 541-42-B 
General Electric Co 544-D 
Harold Lifton Co 930 
Phileo Radio & Television Co 536-A 
Stewart-Warner Corp 546-8 
Water Heaters 
American Gas Machine Co 546-B 
Cavalier Corp. 1145 
Coleman Lamp & Stove Co 541-42 
Edison G.E. Appl. Corp.. 528 
Evanoil Div. Evans Prod. Co 510-B 
Frigidaire Corp 5084 
General Electric Co 544-D 
International Oil Burner Co. . 512-A 
Kelvinator Div. Nash-Kelvinator Co. 515-A 
Motor Wheel Corp., Duo-Therm 509-8 
Prentice Wabers Prod. Co. . 514-A 
Quaker Mfg. Co sat 516-B 
Stewart-Warner Corp. ... 546-A 
Tennessee Stove Works. . 825 


Turner Bros. Works... 1904-A 
Westinghouse Elec. & Mfg. Co 501 
Air Conditioning 
Cooling and Heating Units 
Frigidaire Corp 508-A 
General Electric Corp 544.9 
International Oil Burner 512-A 
Philco Radio & Te'evision Co 536-A 
Norge Div. Borg-Warner Corp 503 
Westinghouse Elec. & Mfg. Co 501 
Heaters and Circulators 
A. & J. Mfg. Co 548-B 
Agricola Furnace Co 548-B 
American Gas Machine Co 546-B 
American Stove Co.... 517 
Athens Stove Works. ... 642 
Auto Stove Works 539-A 
Caloric Stove Works. . 
Coleman Lamp & Stove Co 541-42 
Comstock-Castle Stove Co... 
524 
Dortch Stove Works Inc .. 512-8 
Duo-Therm, Div. of Motor Wheel ....509-B 
547-A 
Edison G.E. Appliance Co............ 528 
Estate Stove Co...... 523 
Evanoil Div. Evans Prod. Co. .510-B 
General Electric Co. . .544-D 
Globe Machine & es Co 514-B 
Gray & Dudley Co........ 515-B 
Hardwick Stove Co.................. 1139 
International Oil Burner Co......... 512-A 
Interstate Metal Prod. Co...... : 635 
Knox Stove Works....... 513-B 
Lonergan Mfg. Co... 514-B 


The American Furniture Mart, Chicago which 
houses one of the biggest appliance displays 


1941 


fee 


at 


' 


a 
4 
" 


Be 


Motor Wheel Corp 

Norge Corp. Div. Borg- Warner 
Fhillips & Buttorff Mfg. Co 
Premier Stove Co.. 
Prentiss-Wabers Prod. Co 
Quaker Mfg. Co....... 
Siegler Enamel Range Co 
Tennessee Stove Works 
United Stove Co..... : 
Westinghouse Elec. & Mfg. Co 


Kitchen Furniture 


American Chrome Co................ 639 
American Fixture & Mfg. Co I-A 
T. Baumritter Inc 624-25 
M. Block & Sons 816 
Borden Cabinet Corp 81 
Border Queen Kitchen Cabinet Co 1612-15 
Chicago Table Co .827 
735 
Douglas Furn. Novelty Co .. 1525 
Dunne Chair Co 
Empire Table Co. Inc 1026 W !/ 
Frank & Son Inc 1012-13 
Hampden Spec. Prod. Inc han 
Hettrick Mfg. Co .. 1123-24 
Inter-State Metal Prod. Co........ 632-35 
Gres, 
Kompass & Stoll Co.. ee 
Kuehne Mfg. Co . .739-40 
Lewisburg Chair Co. of Conn. Re Beta 730 
Louisville Chair & Furn. Co........ 1446-47 
Lyons Furn. Spec ..617 
Nappanee Lumber & Mfg. Co........ 616 
New Indiana Chair Co............. 910 
Oriental Wrought Iron Works........ 626 
Richmond Cabinet Co............... 1121 
H. J. Scheirich Mfg. Co............. 845 
G. |. Sellers & Sons Co.............. 1536 
Selrite, Inc.. 
Showers Bros. Co.. 1501-04-41 -43 
935 
Troy Sunshade Co.............. 1422 
Union City Chair Co............... 1118 
Williams Furn. Co.......... 1121 
Williamsburg Chair Factory... ...710 
York & Foster Inc............. 1015 
921 
Small Appliances 
Ernst & Co....... . 824 
Hamilton Ross Factories 607 
Frank M. Katz Inc 637 
Rudolph Kohner, Inc.............. 640 
Krebs, Stengel & Co. 1239-40 
Harold A. Lifton Assoc. Inc... sos Oe 
Meyer & Danziger, Inc 812-13 


Vacuum Cleaners and Carpet Sweepers 


Associated Mfrs. of America... 513-B 
General Electric Co.... . 544-D 
Holland-Rieger Corp.. 831 
Rudolph W. Kohner. . . 640 
Krebs, Stengel & Co 1239-40 
Meyer & Danziger Inc 812-13 
Porter Royal Co........ 
Premier Div. Elec. Vacuum Cleaner Co. 

Renew Sweeper Co 538-A 
Sweeper-Vac Co , 831 
Westinghouse Llec. & Mfg 501 

Dishwashers 

Edison G. E. Appl. Co . 528 
General Electric Co 544-D 
Westinghouse Elec. & Mfg. Co.. 501 


(Please turn to page 52) 
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The Rise the PORTABLE 


Smallness ... 


F you are one of those gentlemen 


who dusts off his glasses occa 
ind glances at the 


} 


American W 


isher & lroner Associa- 
tion 1 will notice that the most 
startl rise in sales of units has been 


made by the humble portable ironer 


In June 1940 2,396 portables were sold. 
By June 1941 some 8,435 were mar 
keted, at an 


average price ot $29.26. 


Phat is 236 percent gain, brothers, and 
it ain’t hay 

rhe job of an editor on a family 
magazine, like that of a sports writer 


at a football game, is to hold an au- 


Mrs. S. had no trouble putting the ironer together fresh out of the box, and her first step was 
She placed the machine on a table in the basement where she launders. ; : 


1 to read instructions. 


blue 


s report put ut DV the 


take a situation or event 


apart and reveal just why such things 


topsy to 


happen. 

One of the first portable ironers ap- 
peared on the market in June, 1938. 
sent out to housewives on a 
free trial basis, usually to those who 
had just a washing machine. 
No demonstrator stepped into the pic- 
ture and the customer played around 
with it to her heart’s content, and usu- 
ally eventually bought it. 

“My opinion as to why the portable 
ironer has come to the top so swiftly,” 
says Verne S. Hannon, of the Horton 
Mig. Company, “is that, in my opinion, 


It was 


bought 


for a number of women have 
wanted ironers but were skeptical as 
to the results they could obtain from 
them and were afraid to sign contracts 
for $75 or more on a device they were 
a little afraid of. | also believe that 
a great many sales have been spoiled 
by the expertness of demonstrators. | 
know of many where the 
housewife has 
cause she could not do as well as the 
factory trained expert. I also think 
that even where first free trials were 
offered in the home, that women were 
a little afraid of getting the dealer to 
take the ironer back if they decided 


years 


instances 


been embarrassed be- 


. 


THESE CANDID CAMERA PICTURES SHOW JUST HOW 
A WOMAN EXPERIMENTS WITH A PORTABLE IRONER 


ECAUSE most portable ironers are sent 
out to homes on a trial basis, without 


benefit of any demonstrator, Electrical 


Merchandising was curious to see just 
what would happen when a woman broke 
open a box, set up her iron and started 
off on a self instruction basis. A portable 
was borrowed from Tom L. Sullivan of 
Corporation 


Armstrong Products 
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of the machine. 


and such a machine. 


placed in the home of a housewife who 
had never touched an ironer in her life. 


The following pictures show the route 
she followed on her own volition and the 
way she experimented in getting the hang 
When the trial was over 
she declared she was on the market for 


Free Home Trial Plus An Attractive Price Seems To Be A Winning Combination 


not to keep it after trying it out 

“The portable overcome the above 
objections in various ways. First, the 
housewife was only gambling about 
$29.75, and needed to ask her husband 
for his indulgence to that small extent 
Second, she saw a simple device which 
would be easy for her to control and 
was not confused by a lot of automatic 
and devices. She also felt 
that if a dealer would not call at her 
home and pick up the ironer on trial 
it was a small enough item that she 
herself could carry back to the store 

“With the above points to overcome 
her fear of getting stuck, she either 


gat lget 


Experimenting with the controls she saw it was a one- 
handed proposition like a hand iron. 
of getting burned by the device. 


Next step was to try a pillow case on the machine. 
may be expert demonstrators don't do it this way, but it 
seemed logical to her to let one end project. 


She had no fear 
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By Tom F. 


wght the ironer or was willing to try 
tin her home; and with an opportun- 
ty to work on it all by herself, she 
und that she could use it with reason- 
le satisfaction—then with the 
ynowledge that the factory expert has 
earned to do a fine job, she felt con- 
idence that she, being just as intelli- 
zent, could also master the technique 
na satisfactory length of time.” 

Says Tom L. Sullivan of the Arm- 
trong Products Corporation: ‘We 
naugurated a plan of sending a port- 
ible ironer out on approval with the 
yvashing machine, instructing the cus- 


‘omer to use the ironer only for flat 


to experiment with. 


big game—a sheet. 


Her first experiment was with a handkerchief. She picked 
it out herself as appearing to be the most logical thing 


Everything had proceeded all right so far so she tackled 
The idea of folding it up until it 
would go into the machine was her own. 


Blackburn 


work. This eliminated the expense of 
home instruction. We later found that 
those who used the ironer for flat work 
for six months period soon developed 
their own knack for ironing shirts. 
We believe that without a doubt the 
portable ironer will introduce thou- 
sands of customers to the benefits of 
mechanical ironing who will later de- 
velop into prospects for larger auto- 
matic machines.” 

Out at Algonquin, Illinois, Joe Gro- 
shans of American Ironing Machine 
Company, declares that “We believe 
that ironers are on the threshold of a 
definite upper trend in sales because 


tricky. 


the portable ironer has broadened the 
market to include homes within the 
lower income brackets, and also, the 
portable ironer because of its low 
price serves as a means of creating 
more ironer interest from the house- 


At the first rattle out of the box she produced a per- 
fectly ironed handkerchief and exclaimed that ironing this 
way was not a bit of work at all. 


The flat work done, Mrs. S. concluded to try something 
In this case it was pajamas, but had no curiosity 


about ironing a shirt until she knew the machine better. 


wife. We do not believe that the 
portable ironer will materially affect 
the sales of the cabinet and stand type 
ironer. This fact is substantiated by 
comparison of sales of the past year 
which shows 92,455 for 1939 and 93,- 
291 for 1940, and for the first eight 
months of 1941 the total stand and 
cabinet ironers were 89,234 compared 
to 59,486 during the first eight months 


of 1940. 
“Our records indicate that the de- . 
partment store, appliance dealers, utili- j 


ties and furniture stores are getting 
most of the portable ironer business, 
and in the order named.” 

W. R. Dabney, sales manager for the 
Ironrite Ironer Company, states: ‘“Be- 
cause of the interest created by the 
portable ironer from a price stand- 
point we feel that regulation sized 
ironers will continue to increase in 
volume due to such interest. We be- 
lieve that the people who can afford 
a regular sized ironer will continue 
to buy them because they are buying 
an ironer to save labor, and there is 
no doubt but what a fully automatic 
regulation sized ironer will save twice 
the labor of the portable.” 

Sales of portable ironers are spread 
out evenly throughout the country. 
Everybody sells a few but no one 
dealer appears to have concentrated “ 
on them. In which they are overlook- 
ing a bet, in the opinion of Verne 
Hannon. “There is just one fly in the 
ointment,” he says. “To date there are 
many dealers and a devil of a lot of 
salesmen who turn up their noses at 
a $29.95 sale....If more dealers 
and salesmen would go after the port- 
able ironer business, it would jump 
even higher and along with it I feel 
sure they would get at least as much, 
if not more business, from higher 
priced models. This is simply because 
the ironers that are sold, the more 
housewives there will be boosting 
ironing machines of all kinds.” 


Armstrong Survey 


Just what women use their portable 
ironers for is revealed by a survey 
made by the Armstrong Products Cor- 
poration. These are the replies that 
owners sent in to them: 

(Please turn to page 54) 
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FEATURES W LIKE ABOUT 
FEATURES WOMEN OUT PORTABLES | 
small ironer gives them no fear complex. 
» telt 
it her | 
trial 
t she 
one- 
4 
ichine. 


HERB NAMES' smile is a potent factor in the success of 
his electrical appliance business, “Herb Names, Inc.” 


HE hunter who said: “It’s a 

lie”, concerning the 

giraffe’s high-minded habits— 
and then declared: “There ain’t no 
such animal” when confronted by one 
—is in the same baffled category with 
persons who hear about Herb Names 
for the first time. 


tales of 


Herb operates under the caption: 
Herb Names, Inc.”; the brief adden- 
dum “Modern Living” on his stores’ 
signs is descriptive of the man as well 
as the electrical appliance business he 
conducts. 

He lives every minute of the day, 
and night, with keen relish: and at 
such a tempo that associates affirm that 
Herb didn’t shave off his mustache a 
while back, but merely left it sus- 
pended in midair when he was in a 
hurry to somewhere, 
caught up with it a few weeks later. 
If “Life Begins At Forty” for him, 
the electrical industry in Denver has 
something of a blitsquake to contem- 
plate. He lives, breathes, and fre- 
quently explodes electrical merchandis- 
ing. He the torch of his 
chosen vocation into all of his extra- 
curricular and goes home 
about one or two A. M. still super- 
charged on the subject. 


get 


and then 


carries 


activities, 


Herb’s regular schedule tapers off 
at midnight. His school of salesman- 
ship ends at 11 P. M., after which 
he spends an hour, or more, at his 
office going over reports and planning 
tomorrow’s the 


attack on public’s 


The all-glass demonstration room at Herb Names, Inc. 


inertia toward electric refrigerators, 
washing machines, automatic coal 
stokers, radios, cooking ranges and 
vacuum (Not that inertia 
exists where Herb happens to be; but 
he has heard there is such a thing and 
he constantly plots its destruction.) 
He is short, stocky, and powered with 
something that finds expression in the 
intensity of his gaze, and outlet in elec- 
trical evangelism. He is a live wire 
who is the nearest thing to perpetual 
motion yet discovered in human or 
mechanical form, 


cleaners. 


Two Stores in Denver 


To begin where we find him at 
the moment: Herb Names, Inc., 
Modern Living, identifies two Denver 
stores, at 1532 Stout Street, and 63 
South Broadway. The “mother 
shop” on Stout Street started business 
in March, 1940. The second place 
opened in May, 1941. Nine salesmen, 
including his two partners, constitute 
the personnel (excluding bookkeepers 
and telephone operators.) At any 
moment of any day, regardless of 
where the boss happens to be, there is 


apt to be a sales conference. The 
intercommunication system is so in- 
stalled that Herb can call in at the 


main, or branch, office and have the 
boys instantly .huddled for the next 
signal. Whatever play he calls is 
good for a gain, too. 

There is no better illustration of his 


Modernistic, air-condi- 


tioned and Neon lighted, it enables two salesmen to demonstrate simultaneously. 


energy and insistence on quick ac- 
tion than the launching of his career 
as Herb Names, Inc., Modern Living, 
last year. While still functioning as 
sales manager for Wells Music Com- 
pany, Denver, he and his partners in 
the new enterprise (also employed by 
the same firm) directed the remodel- 
ing of the Stout Street store for 
occupancy as an electrical appliance 
shop. Sixteen carpenters were work- 
ing at the new location and required 
constant supervision. That didn’t 
disturb Names or his sales quotas. 
He took it in stride. When the open- 
ing day arrived, arrangements had 
been made for the handling of eight 
lines of electrical merchandise. All 
exhibits were in place, and prepara- 
tions completed for welcoming the 
buying public. The lines were, and 
are, Bendix washing machines; West- 
inghouse and Philco refrigeration; 
Philco and Stromberg-Carlson radios ; 
Stokermatic coal stokers; Philco-York 
Air Conditioning equipment; Royal 
vacs; Simplex ironers; Norge cook- 
ing ranges. 

The all-glass demonstration room 
for Bendix washers was, and is, a 
honey; its dimensions are 1¥ by 
8’. One salesman demonstrating to a 
prospect inside the air-conditioned area 
does not interfere with another sales- 
man, outside, proving the merits of the 
Bendix to his prospect. An auxiliary 
demonstration room nearby contains a 
huge glass panel thru which house- 


Entrance to Herb Names, Inc. on Stout Street, Denver. 


wives (and their husbands) may se 
clothes being cleansed, while a pro 
pect, or group of prospects insidg 
view the same process. 

Daily reports keep all salesmen o 
their toes. The form lists name an 
address of prospects; whether new o 
old; type of equipment in which the 
are interested; where and how co: 
tacted; source of the prospect; and 
very important—number of prospect 
interviewed; also whether the call wa 
made during the day or night. Sales 
men are on commission; no salary 0 
drawing accounts, 


From Service to Selling 


The Herb Names stores are nf 
economic accident. Their founde 
knows electrical merchandising fror 
the ground wires up. He sstarte 
building and servicing radios while stil 
a student at Antioch college, financin 
his way by assembling and selling 
them. His first job was repairin 
radios until his employer told Herb 
“You ought to bea salesman. A hun 
dred salesmen make $10,000 a year t 
one executive who draws that much. 
Since that time, young Names soll 
equipment and service; 
service. 

One washing machine per workin 


especiall 


day (over 300) was sold during thé 


first year of operation. Only tw 
demonstrations took place in homes 
Average sale: $175.00 per unit. Eact 


The firm emphasizes 


"Modern Living" and practices what it preaches. 
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DYNAMO 


esman carries his demonstration kit, 

nay seam if the potential customer wants to 
a prommw equipment in action he, or she, 
insid@mst visit the store where conditions 


» ideal for the purpose. (Unless 
men ograordinary conditions make a home 
me an@gmonstration mandatory. ) 
new of™His is a fiercely competitive spirit. 
ch thegfien he left his first job for a better 
w conme, Herb labored as a salesman for 
; and-aehteen months. Each time the list 
“ospecti™ successful salesmen was issued by 
‘all wai firm, Herb Names was out in front; 

Sales one month, or high total over a 
Jary offiod of months, but every month. 
at won him the position of sales 

nager, which he held until he went 

ng business for himself. Associated 


th him at Wells Music Company, 
ere he built up a big personal fol- 
ying, were Mora A. Wallof and 
alter Neill. These lads were hum- 
gers as salesmen, frequently crowd- 
k Herb’s exalted position as star. 

three of them, close friends, 
kued—with no difference of opinion 
mg them—:; “If we can do all right 
the other fellow, why can’t we do 
ter for ourselves?” Only one an- 
t presented itself; so Names, Wall- 
and Neill are partners (Herb own- 


are 
founde 
“4 fror 

starte 


nancin 

selling 
pairin 

Herb 
A hun 
year t 
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es sol@® 51 percent of the stock) and doing 
peciallgenomenally well for themselves. 
Vallof, it should be noted, is one 
vorking§those rare birds who can, and regu- 
ing th@™y does, use a telephone directory as 
ly tw 
homesf#noving picture display, featuring Bendix 
Eacliithers, catches the eye of a passerby at 
> Names, Inc. Herb brings ‘em in from 
sidewalk, draws names from telephone 
_ bls, and magnetizes ‘em by his personality. 


His “Modern Living” stores at Denver, Colo., are models of 


efficiency, compactness and up-to-date display and selling 


methods . . . A quick look at a successful appliance merchandiser 


By Edwin H. Hoover 


Interior of Herb Names, Inc. store. Two demonstrations are occurring at the same time while a sales- 
man, toward front, is ready to handle such trade as may come in while his associates are busy. Floor 


most salesmen use a hot prospect list. 
“Cold turkey” canvass is his dish. 
Neill has a talent for office detail and 
supervision. He knows the appliance 
numbers available for immediate de- 
livery, and what numbers need pro- 
moting. 

The firm subscribes to service 
which supplies names of new arrivals 
in Denver; home builders and remodel- 
lers. Before prospects have completed 
their own plans, a Names salesman has 
made contact and either made a quick 
sale or placed himself in line for one. 
About one-third of the annual volume 
is on washing machines; another third, 
roughly, on radios (average unit sale 
$125.00) the rest is divided among 
air conditioning units, electric sweep- 
ers, ironers, cooking ranges, stokers, 
refrigeration and Youngstown Steel 
cabinets and kitchen sinks (vital ad- 
juncts to Modern Living in the 
Names book. ) 


arrangement of displays is frequently changed. 


The “Modern Living” theme is ex- 
emplified in both the exterior and 
interior of both Names, Inc. stores. 
Outside, the public sees “Herb Names, 
Inc.” with the inevitable ‘Modern 
Living” over the door; also, at right 
and left in display windows. Nearby 
are signs announcing: “The Home of 
Bendix” and “Westinghouse.” Win- 
dow exhibits are tastefully (not clut- 
terfully) arranged to show laundry, 
radio and refrigeration equipment at 
its dignified best. Oh, yes: A stoker- 
matic coal stoker stands at the entrance 
like an automatic traffic cop at a movie. 


The Sales Technique 


Entering the store—either one—the 
visitor has the impression of stepping 
into a high-class cocktail lounge. 
Fluorescent lighting provides a certain 
glamorous atmosphere in which metal 
surfaces dimly reflect overhead illum- 


ination, Almost, you expect a rear- 
admiral type of waiter to approach 
for your order; or at least usher you 
to a table. Nothing like that happens. 
If you act uncertain, a salesman ma- 
terializes from one of the wall desks 
and adapts his approach to your mood. 
If you ask for someone in particular, 
he invites you to sit down in a very 
modernistic steel chair while he either 
rings a set of chimes, or presses a but- 
ton and murmurs politely into the 
telephone transmitter. If you know 
what you want, or if you are “just 
shopping around”, the salesman who 
has “chosen” you takes charge, acts 
as master of ceremonies, and offers 
service first, last and all the time. 
How the prospect discovers himself 
(or herself) with order blank in hand, 


and a polite finger indicating the 
dotted line is something only the 


(Please turn to page 57) 
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THERE ARE STILL 
PLENTY OF TRADE-INS 


ITH a growing demand for 

electrical appliances on the 

part of a public which has 
money to spend, and with a threat- 
ened curtailment in the output of 
electrical appliances which makes it 
that stocks may be difficult 
to come by, the trade-in is at last 
coming into its own, Properly handled 
and reconditioned, there should be a 
good market for second hand ranges, 
refrigerators and machines 
this coming year. But there are dan- 
gers in the new situation, too. It still 
does not pay to make a too generous 
allowance for an appliance which is 
going to take more to recondition than 
it will possibly bring when resold, or 
which is fit for nothing but the junk 
pile. Here are some of the methods 
used by Pacific Coast dealers in ap- 
praising and reselling trade-in equip- 
ment. 


possible 


washing 


.. Dextet ~ 
Kelvinator 


1 Makes 


s Easy 
Kenmore ~ 
Many Othe 


ade-ins om = 


Mayi#9 


PRICES 


These 
Ben 1x 
Automatic ondition 


Silver State Appliance at Reno, Nev., 
took 25 trades on Bendix. Their ad is a 
good testimonial for the new machines. 
(See second column opposite page) 


PAGE 10 


$9.50 


During the present emergency, trade-ins have jumped from 
headaches to blessings . . . Here is a symposium of dealer 


experience and ideas on handling used appliances at a profit 


TRADE-INS BRING 
NEW CUSTOMERS 


The intermountain district had the 
highest record in the sale of wash- 
ing machines per 1,000 wired homes 
last year—it also reported the high- 
est saturation of washers. In other 
words, almost every sale was a re- 
placement. This means a lot of trade- 
ins. Fred Schoss of the Schoss-Read 
Electric Company of Ogden, Utah, 
handled a lot of them and, incidentally, 
he made money on the deal. He did 
this, first, by having a strict trade-in 
schedule to which salesmen are sup- 


Used electric ranges given away for a 
range wiring job—that's the way Idaho 
Lumber of Pocatello, Idaho, disposed of 
trade-ins. (Story on fourth column) 


By Clotilde Grunsky 


posed to conform. Every man is given 
a copy of the firm’s policy before he 
goes out into the field, for his own 
benefit and so that he may show it to 
the customer if necessary. If he feels 
called upon to increase the allowance 
for an old washer, he does this at his 
own risk. In the first place, his com- 
mission is charged against the price, 
less trade-in—and secondly, he must 
assume the risk of getting the money, 
over and above the standard allowance, 
out of his own pocket. The second rea- 
son for the success of the Schoss-Read 
resale department, is that every ma- 
chine is required to go through the 
hands of the service department before 
it is put up for reselling. This means 
that the customer learns that he can 
trust the reputation of the store. Second 
hand equipment has a regular market 
because it is known to give satisfaction. 
Mr. Schoss has a regular depart- 
ment for this second-hand equipment 
in the basement of his store. He be- 
lieves that it is important to keep it 
under the same roof as the main store, 
so that people will not get into the 
habit of going to another address for 
their needs. He keeps the show room 
for this material in good order and 
stands behind the appliances he sells. 
Many a customer who has started out 
as a buyer of trade-ins, ends up as a 
regular customer of the store. 


DISPLAY ONE AT A TIME 


Displaying one trade-in at a time 
is the secret of disposing of them at 
a good price. Auerbach’s, of Salt 
Lake City, clean up the trade-in appli- 
ance as they receive it and advertise 
it in the want ad section of the paper. 
If there are several on hand, the fact 


DECEMBER, 1941—ELECTRICAL MERCHANDISIN 


is not mentioned, nor are they di 
played on the floor of the departmer 
One appliance only is shown. The cu 
tomer who comes in response to the 

is shown the single appliance, whi 
has far more value in his eyes than 
it were shown him as one of a grot 
of obviously second hand ranges 

refrigerators. Should the appliance | 
sold before the inquiry is made, or 
it does not suit, the customer is to 
that there are one or two other appl 
ances in the store room which ha 
not yet been advertised, but whi 
were to have been placed on sale t 
next day. This gives him a chan 
“ahead of the crowd”—and he fee 
that he had been allowed a speci 
privilege. It is possible in this wz 
to dispose of quite a large number 
appliances without cluttering up t! 
sales floor or giving the impressi 
that the store is dealing largely 

second hand equipment. 


USED RANGES GIVEN AWAY 


One thing to do with trade-ins 
to give them away. The Idaho Lumb4 
and Hardware Company of Pocatell 
Idaho has used them to develop lea 
for later sale of new ranges by offe 
ing them free with a job of range w! 
ing. This store does general ¢ 
tracting work, constructing the hon 
and selling practically everything 
the hardware and electrical line need 
to outfit the place. Electric wiring 
one of the services it renders. Th 
spring the firm offered a used electr 
range free with every range wiril 
job purchased. The ranges used 
this promotion were usable, but 
reconditioned, of the type which mig! 
be sold for $5 or so. By giving the 
away they figured that they mig)t i 
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uce some homes to put in range wir- 
ng and later, when this had been paid 
rand was out of the way, they could 


ell the customer a new range. 


— BUYS TRADE-INS 


Believing that the customer will be- 
eve what he sees better than what he 
: told, Robt. Nevins, manager of the 
lectrical department of the Paris 
mpany of Salt Lake City has plans 
keep on hand one or two sample 
rade-in refrigerators which he has 
urchased at Blue Book prices. When 
1¢@ customer asks an_ unreasonable 
mount for an old refrigerator, he then 
ill be able to show her the samples 
hich he has purchased. “This is a 
x not unlike your own,” he explains, 
except that it has been thoroughly 
verhauled and put in first class condi- 
m. And yet I was able to obtain it 

(quoting the price) and can get 
ny number more like it, for “s 
¢ consults his book. “You of course 
uld not expect to receive as much 
‘that for your old refrigerator,” he 
lds. The customer, believes Mr. 
\evins, cannot fail to see the justice 
ithe position and to be more reason- 
le in what he expects to receive. 


ECONDITIONING SOLVES 
RADE-IN PROBLEMS 


A good servicing and reconditioning 
partment is the solution to the 
rade-in problem, according to Joe 
lon of the Hon Electric Company of 
boise, Idaho. The small store which 
annot afford to maintain the staff 
ecessary to put trade-in equipment in 
ist class condition, and the general 
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store which as a rule does not bother 
with its own servicing may find diffi- 
culty in disposing of old machines at 
the price paid for them, but the elec- 
trical dealer whose experts can tell 
him the value in the machine before 
it is taken in and who can later put 
it in first class working condition will 
not be tempted to pay too much for 
the trade-in in the first place, and 
later on will be able to find a good 
market for it. The Hon Brothers 
maintain a used department in the 
basement of their store and keep it 
up so that the equipment looks as at- 
tractive as possible. The fact that the 
dealer has valued the appliance suffi- 
ciently to spend money in recondition- 
ing it, and that he takes some trouble 
to display it under favorable conditions 
has much to do with the attitude which 
the customer takes toward the goods 
on sale. 


TRADE-INS ADVERTISE 
NEW APPLIANCES 


Advertising the fact that twenty-five 
reconditioned washers on sale had been 
traded in on purchase of Bendix equip- 
ment served at the same time to bring 
people in to purchase the second hand 
appliances also to acquaint the public 
with the fact that quite a number of 
Bendix washers had been sold by the 
Silver State Appliance Company of 
Reno, Nevada. The trade-ins were 
named by make and were guaranteed 
to give good service, the inference be- 
ing that owners of washing machines 
still in good working condition were 
replacing them by the new equipment. 


1941 


RENT TRADE-INS 


The Missoula Mercantile Company 
of Missoula, Montana keeps a stand- 
ard ad in the paper, offering to rent 
trade-in refrigerators and washing 
machines at as little as 9¢ a day. This 
brings many inquiries from people 
who are temporary visitors in town, 
or employed at some one of the gov- 
ernment or state projects in the vicin- 
ity. When the would-be renters 
discover how small an additional in- 
vestment is required to purchase the 
same machine, however, according to 
Jim Meyers, head of the electrical de- 
partment, they usually purchase the 
thing outright. The little rental ad- 
vertisement has sold 28 washing ma- 
chines during a period when it rented 
2 or 3. Workers in a construction 
camp were responsible for buying five 
in one week. 


HOLD FOR TWENTY DAYS 


When a salesman of the Estes May- 
tag Company of Missoula, Montana 
allows $20 on a trade-in, on which the 
store later spends $5 to put in good 


condition, the reconditioned machine 
is placed on sale at $25, If it is not 


sold at that figure within twenty days, 
says O. K. Estes, owner-manager, the 
nrice is cut and the salesman charged 
with one-half the loss it is necessary 


to take in order to dispose of the 
trade-in. 
“How about a community re-sale 


project for trade-ins?” suggests Ry- 
land H. Walford of the Walford Elec- 
tric Company of Missoula, Montana. 
He believes that a second-hand enter- 
prise to which trade-ins could be sold 


All these washers, taken in trade by the 
Schoss-Read Electric in Ogden, Utah, 
will go through the service department 
for eventual re-sale. Nearly every sale 
in the territory is a replacement and 


Schoss-Read salesmen have a_ strict 
trade-in allowance schedule. (See sec- 
ond item on opposite page) 

at predetermined prices and from 


which the customer could purchase re- 
conditioned equipment at reasonable 
prices would serve to set a standard, 
keeping both dealers and public within 
reasonable bounds. 


SEATTLE TRADE-INS 


The larger dealers of the Seattle, 
Washington district, without any for- 
mal agreement, keep pretty close to 
blue book prices on electric refriger- 
ator trade-ins—and allow not more 
than $2.50 for an ice box. 


EXPERT APPRAISAL 
DETERMINES TRADE-IN VALUES 


No fixed price for trade-ins, is 
the motto of the Boyle Furniture 
Company of Ogden, Utah. The system 
which this firm has found pays in the 
end is for the salesman who is asked 
to give an estimate on an old refriger- 
ator or electric range to say “I'll have 
our expert call to make an appraisal.” 
A service man from the store then calls 
and makes an estimate on how much 
it would take to put the equipment in 
usable condition. This is done just as 
though the estimate were being made 
for the customer, but instead it is 
turned over to the sales department. 
The store then figures the*price at 
which the box can probably be sold, 
and deducts the price of reconditioning 
from this, allowing also for a profit 
of a small percentage on the resale. 
The difference is the allowance that 
can be made the customer for the 
equipment. On a sale amounting to 
$49.50, about $5 will be made. 

The reconditioned boxes are dis- 
played in a remote corner of the base- 
ment department and are here treated 
like new equipment. Incidentally, the 
repairs made always include a refinish- 
ing of metal and enamel, so that the 
remodeled job looks attractive and us- 
able. The customer is given a one- 
year guarantee on this equipment. 
Where appliances are taken in which 
do not warrant this treatment, very 


little allowance is made for them in 
the first place and they are sold frankly 
for a small sum with a statement that 
they are not guaranteed. Want ads in 
the classified section have proved the 
best means of bringing in customers 
for used equipment. 
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League Men 
In WASHINGTON} 


Some informal shots from the annual convention of OF 
the International Association of Electrical Leagues ha 
ages of 


(for story, see page 39) 
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J. S. Bartlett of Washington's Electric Institute and retiring president of § Cases it 
the IAEL chats with dinner speaker J. C. Shire of FHA. Officials of OPM, J material 
USHA and other government agencies also spoke on electrical industry @ suitable 
problems. 


— 


Newly-elected IAEL president, Carl Christine of the St. Louis Electrical Board of Trade, is 
seen at dinner with Arthur Hirose, sales promotion and research manager of McCall's maga- 
zine, and keynote speaker at convention. 
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Philadelphians John A. Morrison of the Elec- Discussions were hot and heavy. Here, Carl 
trical Association and A. L. "Al'’ Hallstrom, Christine presides while A. E. “Art Schanuel, 
Graybar vice-president, chew the fat. National Adequate Wiring Bureau, harangues. 


Ralph Neumuller, managing director of New York's Electric Sam Hibben, perambulating engineer 
and Gas Association, says nix to pix along with George for Westinghouse lighting, had the 
Conover of Philadelphia Electric. Photog said “nuts’’. boys on the edge of their chairs. 


A. H. Kessler, sales promotion (left) and W. A. “Bill Ritt, manager ; 
(right) both of North Central Associated Industries in Minneapolis, make ding tl 
a sandwich of O. C. Small, perennial IAEL secretary and spark-plug of the someho 
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Ed Cramer of Rochester, N. Y. ate his ice-cream alongside George Siegel of New Orleans 
Jack Caddigan of Boston Edison—a familiar and cherished (rear) and Jerry Weston of Kansas 
figure at League sessions. City, had fun. 


A. A. "Major Gray of Chicago, N. C. Christopherson of Milwaukee and 
G. W. Austin of Toronto, Canada, talked war as well as wiring, proved 
expert on both. 
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1 of OR weeks and months the pub- 
licity bureaus in Washington 
jues have been warning of the short- 


ages of critical materials and of the 
curtailment for commercial use of ma- 
terials needed for Defense production. 
In my experience, most business men 
have been taking these warnings too 
lightly. Many manufacturers failed to 
anticipate the full impact of the pri- 
ority system on their business during 
the early months of its existence and 
only recently have awakened to a re- 
alization that they must find substitutes 
for critical materials, change over to 
defense production or close up shop. 
This, of course, is exactly how the pri- 
ority system was intended to work and 
it is amazing to find so many who 
failed to anticipate its effect even in 
the face of repeated warnings from 
Washington. 

Aluminum and magnesium, the first 
metals to go on an allocated basis, 
are comparatively new metals in in- 
dustry. We used something else in 
their place previously and in many 
cases it was possible to go back to the 
material formerly used or to find a 
suitable substitute of plastic or other 
new material not yet on the critical 
list. However, when steel and copper 
went on the critical list it was a dif- 
ferent story. These metals are used 
so universally in industry and in many 
cases seem to be the only solution to 
the problem that thousands of manu- 
facturers woke up over night to the 
seriousness of the situation with which 
they were faced. It seems to be im- 
possible to make an electric appliance 
without copper and steel, and manufac- 
turers immediately sensed that their 
production would be curtailed in al- 
most direct proportion to the supplies 
of these materials which would be al- 
located to them. 

This situation has been well under- 
stood by appliance manufacturers for 
several months. But just as they were 
slow to interpret the future effect of 
priorities and allocations their 
business, many retailers are still kid- 
ding themselves into thinking that 
somehow or other they will continue 
to receive regular supplies of appli- 
ances. If you are one of these I say 
Stop, Look and Listen! 

Stop kidding yourself, for the sup- 
ply is going to slow down to a trickle 
before you know it. There is always 
a tremendous quantity of goods in 
various stages of manufacture and in 
the form of finished goods in stock or 
in transit, but once the manufacture 
is curtailed it does not take long to 
use up visible supplies. Various esti- 
mates have been made, and, of course, 
conditions will vary between various 
manufacturers and on different types 


ye and 


ot appliances, but the consensus of 
opinion is that by midsummer the 
volume of electric appliances avail- 
able will have been reduced to a 
dribble. 

Take a Look now at the situation 
with which you as a dealer will be 
confronted at that time. Do it while 
there is still time to consider how to 
adjust yourself to these new condi- 
tions. 

Listen to the advice being given by 
manufacturers, wholesalers, and by 
the trade press—all interested in your 
welfare. Every one of these groups 
along with the public utilities realize 
the importance of retail distribution 
to the electrical industry. Every one 
of them realize that after this war is 
over, retail distribution will be more 
important than ever to their trade de- 
velopment programs. They are all 
anxious to help tide over this admit- 
tedly temporary situation. Temporary 
as we know it will be, it is still rather 
difficult to forecast the length of the 
emergency. The prudent man will not 
underestimate its duration and dis- 
cover too late that his resources have 
been dissipated before the storm clears. 

What can we do about it? 

The trade press has been full of 
suggestions. Even at the risk of re- 
peating, I would like to emphasize 
some of the suggestions that appeal to 
me as being most worth while and of 
widest application. Of course, your 
problem will be an individual one 
which you alone can solve. The im- 
portant thing is to start thinking out 
your individual solution now. 


Talk Things Over 


The first suggestion is the alto- 
gether obvious one of talking things 
over with your sources of supply. Get 
information first hand as to what the 
prospects for deliveries are, and since 
the situation is changing very rapidly, 
keep in close touch with it. Encourage 
your distributors to be frank with you 
and in turn you can be helpful to 
them by furnishing estimates of your 
future sales expectation as accurately 
as possible. Be loyal to your regular 
source of supply. A competitor may 
be momentarily able to supply some 
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Utility Executive 


By M. E. 


Vice-President, 


Buffalo, Niagara @ 


things your regular supplier can’t get 
at the moment. Such situations are 
bound to be short lived, however, and 
in the long run you will probably be 
better off with the loyal support of 
your regular source of supply. At any 
rate, talk it over with him. If he’s the 
right kind he will probably tell you to 
go ahead, in which case you will still 
have his good will because you were 
frank with him. 


Explore Other Lines 


Explore the possibilities of taking 
on a wider line of items to sell. Items 
that are closely associated with those 
you have been handling will be easiest 
for you to handle. Make sure that the 
new items will continue to be avail- 
able, otherwise you are just postpon- 
ing your headache. Kitchen utensils, 
glassware, crockery, and wooden 
ware, kitchen cabinets, linoleum and 
all the items we have been thinking of 
when we were trying to sell the com- 


plete electric kitchen. Sewing ma- 
chines, phonographs and _ records, 
cameras and photographic supplies. 


These are only a few of the items 
which thoughtful dealers are ponder- 
ing these days. They won’t all work 
for you, but some of them may help. 
Remember that there are others al- 
ready entrenched these fields. 
Avoid competition where you can but 
don’t let it deter you if you conclude 
that your salvation lies in that direc- 
tion. Rural dealers may find their 
solution in non-electrical farm equip- 
ment, even in feed, fertilizer or other 
farm supplies. And when you have 


Talks 


Common 


Sense To Electrical Appliance Dealers 


SKINNER 


Eastern Power Corp 


made your decision don’t forget to tell 
your customers about the new items 
you have for sale. 

Next let’s take a look at your repair 
department. With fewer new appli- 
ances coming onto the market it will 
be more important than ever to see 
that the old ones stay in use. The man 
of the house who used to repair cords 
and take care of other minor difficul- 
ties is working overtime on a defense 
job. He is making enough money to 
pay legitimate charges for such repair 
service. Properly handled a well op- 
erated repair service will make count- 
less friends for you, will help carry 
the overhead and payroll, and will 
build up a marvelous prospect list for 
the day when you will have appliances. 

Finally, keep your overhead under 
control. If you see your volume of 
business going down, cut overhead at 
once—don’t wait. This is no time to 
undertake heavy future commitments, 
expansion, or store improvement pro- 
grams (except those you can take care 
of with your own force in spare time). 
Only by following such a program 
will you be able to adjust yourself 
quickly to changing conditions. 

The electrical industry is a young 
and virile industry. It is full of young 
men with alert minds and with the 
courage to tackle tough problems, I 
have every faith that our industry 
‘will come through these trying times 
better than most. But when you hear 
the train coming it is time to stop, 
look and listen. 

* Remarks at the Clinic 


Dealer recently 


sponsored by the Electrical Association of the 
Niagara Frontier, Inc. 
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“Wiping Out" Hitler 


FRIGIDAIKE’S 
PORTE 


it to By 
PORCELAIN 


Row White 


c 


The Tennessee Light & Power Company 
at Springfield has imparted a novel twist 
to its Frigidaire window display. Illus- 
trating the stainless qualities of Frigid- 
aire porcelain, the display features a 
drawing of Adolf Hitler on the door 
of a refrigerator, with the following 
legend in big letters alongside the draw- 
ing: “Wipe him out! It can be done 
very easily with only a damp cloth if 
it's on Frigidaire's gleaming white porce- 
lain . . ."" The window, installed by Phil 
Trimble, has brought many a chuckle 
from passersby. 


Perpetual Survey 
Develops Leads 


OR some time Harry E. Baker 
FE: the Holmes Electric Appliance 
Company of Boise, Idaho has used a 
system of keeping a man always in 
the field ringing doorbells. He did 
no selling, his function being to make 
appointments for the salesmen to 
demonstrate appliances. So successful 
was this plan that more recently he has 
added two more men to the doorbell 
ringers, giving him a coverage of the 
entire community in about 
ninety days. The used is to 
insist upon each man making a given 
number of contacts each day, about 
25 being the usual number. It has 
been found that one out of every five 
people contacted is willing to permit a 
demonstration or expresses interest in 
some one of the store’s major appli- 
ances thus offering an opening for the 
salesman who follows. The company’s 
three salesmen are kept busy follow- 
ing up the leads thus opened. The 
field survey is consistently made, cov- 
ering the entire community and once 


every 
system 


complete, is started over again. There 
is usually some special item which is 
being featured which gives a current 
news value to the call, but the 
alert to take advantage of other 

Demonstrations 
are offered in washers, vacuum clean- 
Just as fre- 
quently, however, the prospect devel- 
oped is ranges, water 


men 
are 
interests expressed. 


ers, radios or ironers. 


interested in 
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heaters or refrigerators. Careful card 
records show what equipment is al- 
ready owned and what interests may 
develop in the future. As time goes 
on, Mr. Baker expects to 
record of and contact with practically 
every household in Boise and to have 
a chance in competition, at 
whenever any major electrical equip- 
ment is purchased. 


have a 


least, 


Starting a Furnace and 
Stoker Department 


T takes about two years to get a 

heating equipment department well 
started, according to J. F. Boothe, 
store manager for the Brown-Johnston 
Company of Spokane, Wash. This 
firm a few years ago started a depart- 
ment featuring stokers, conversion 
burners and oil furnaces, Four meth- 
ods of getting business are followed: 


newspaper advertising, stuffers for 
direct mailing, signs on jobs and 


aggressive salesmen in the field, call- 
ing at homes and on architects and 
builders. The speculative builder is an 
important factor in the building indus- 
try and because of the relatively higher 
initial cost of some of this equipment, 
it is difficult to make the Best 
argument for the builder lies in public 
acceptance and demand for this type of 
heating aid. Remodeling jobs offer 
perhaps the most lucrative source of 
prospects. The Brown-Johnston Com- 
pany keeps two men busy with this 
work at the present time, a manager 
of the department and a field sales- 
man, both of whom spend considerable 
time making direct contacts. Business 
spreads as the company and its work 
become better known in this field and 
as builder and architects learn to turn 
to this firm to meet their heating 
needs. After about two years of steady 
cultivation of the ground, the depart- 
ment ranks as an important one, with 
a volume of business equal to that of 
wiring ¢ontracts. 


sale. 


Traveling Advertisement 


The Maycock Electric Company of 
Provo, Utah, gets some of its publicity 
from its delivery and service depart- 
Not only is the delivery truck 
conspicuously white and marked with the 
name of the firm and of the products 
carried, so that it acts as a traveling 
billboard whenever it is in service, but 
it is outfitted also with loudspeaker 
broadcasting horns. 


ment. 


Informative Ads 
Bring Results 


HAT small ads are sometimes 

better than large ones has been 
shown by the experience of Jim Mey- 
ers of the electrical department of The 
Missoula Mercantile Company. Small 
informative ads have brought results, 
larger, profusely ilustrated 
spreads have fallen cold. He has had 
excellent success with a single broad- 
side distributed door to door, which 
showed pictorially the various models 
of one make of radio, with prices at- 
tached. This brought in eight sales 
on the second day, and sold sixteen 
sets in all. He has concluded that the 
community as a whole does not re- 
spond to the ballyhoo type of promo- 
tion, but likes definite information as 
to good values. He believes in mak- 


where 


tad 


Hon Electric at Boise, Idaho, used this effective contrast window to promote 
washing machines. The grave in the foreground told its own story. 


Dead or Alive Contrast 
Window 


effective contrast window 

stopped crowds for the Hon Elec- 
tric Company of Boise, Idaho. A 
couple of barrow loads of earth, a few 
brambles and an old washer were all 
the properties needed. Out of this ma- 
terial, the Hon brothers fashioned a 
grave, which they topped with the 
headstone dedicated to “Mary, Born 
30 Years Too Soon.” This occupied 
half the window, while a Bendix with 


ing his advertisements worth reading 
because of their news value. If that ; 
the case, they do not need large head 
lines. 


Two Contests That Worked 


HE public likes a game, in tl 

experience of A. R. Woolle 
head of the electrical department 
the Idaho Lumber and Hardwar 
Company of Pocatello, Idaho—an 
they will respond with enthusiasm 1 
contests. The firm usually has on 
under way, has just finished with on 
or is planning one for the near futur: 
One of its recent successful’ prom 
tions was in the form of an uncon 
pleted limerick with the last lin 
missing, the theme being the import- 
ance of buying for quality rather thar 
price. In addition to the seven prizes 
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a cheerful cutout figure of a youthful 
housewife hanging out the clothes 
furnished the contrast on the other 
side. The verse in the foreground read: 
There lies within this unkept grave 
Another who through life did slave 
With common methods for washday toil 
Her unjust reward, six feet of soil. 


Across the fence so green the grass 

We see a healthful, cheerful lass. 

Her loved one's keeping her in the show 

With a Bendix she has years to go. 

The passersby not only stopped; 
they read the poem and got the mes- 
sage. 
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ffered winners of this event, there 
yas a grand prize in the form of a 
lrawing for an electric range which 
yas Open only to competing customers 
yho purchased an appliance costing 
ore than $10 from the store during 
he period of the contest. About 500 
ntries were received, quite a fair 
roportion qualifying for the draw- 
ng, many of whom had not hitherto 
en customers of the store. 
Another contest which brought ex- 
ellent results was the offer of cash 
ayment for prospects. In this case, 
Mr. Woolley offered to give one 
ance on a drawing for a number of 
tizes to anyone who sent in the 
ime of two prospects for major 
lectrical appliances. In addition he 
aid $2 in cash for a prospect later 
pctually sold the appliance. The prizes 
the drawing were sufficiently at- 
ractive (a vacuum cleaner, radio floor 


Summer Sales 
On W heels 


UMMER is the time when people 
like to get out of doors—and ap- 
arently stores do well under the 
ume system. The Boyle Furniture 
ompany of Ogden, Utah, has learned 
hat there is money to be had in the 
untry during the summer months, 
roviding the store is taken out: to 
ie customer. The “trailer store” has 
tome to be a regular institution. It 
‘sent out in charge of regular sales- 
len who in the winter have operated 
n Ogden from the main store. The 
trailer is stocked up with appropriate 


lamps) to bring in a goodly number of 
names. These were promptly ac- 
knowledged and were carefully fol- 
lowed up, the contestant being notified 
when the individual had been called 
upon, whatever the results of the call. 
Eight major appliances were sold as 
a result of this promotion—including 
a Bendix, an electric ironer and other 
items, and many of the names secured 
will later lead to sales. 


What's In A Name? 


AST spring Harry Burningham, 
head of the major appliance 
department of Sears, Roebuck’s Ogden 
store, started to write the names of 
those who purchased a popular model 
of refrigerator on the door of one 
box kept on display in the main store. 
As the list grew, the refrigerator was 
elevated to a platform near the front 
entrance of the store with a spotlight, 
so that it attracted the attention of 
all who entered. The list soon grew 
to 125 or more names, pretty well 
covering the refrigerator door—and 
it became quite a game for prospects 
to look it over in order to see how 
many of their acquaintances and rela- 
tives they might find. Later Mr. 
Burningham contemplates adding the 
names of all those who own Cold- 
spots of any model purchased from 
the store, so that the names may 
cover the entire refrigerator. Then 
he will mount it on a turntable in 
the window and make a major attrac- 
tion of it. Incidentally, it is a highly 
convincing argument for the popu- 
larity of the appliance locally. 


This “trailer store’’ of the Boyle Furniture Co., Ogden, Utah, was used success- 
fully during the past summer to promote appliance sales. 


appliances, particularly washing ma- 
chines and sent out for a tour in the 
country districts, not returning for 
two or three days, or until the stock 
is disposed of. This is the farmer’s 
busy season, when he and his family 
are not likely to take time off for 
town shopping—it is also the time 
when he can see a little extra money 
in sight. With summer clothes and 
chores combining to make a steady 
demand for washing facilities, there 
is a good market for the latest in 
laundry equipment, providing you are 
on hand to make the sale. The Boyle 
Furniture Company believes in being 
on 


at 
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The McGregor Co. of Marshalltown, lowa, likes Frigidaire's "Little Theatre” idea 
Ralston of Los Angeles put on a show free of charge, got valuable publicity. 


Church Members Respond 
to Charity 


HEN he learned that the Church 

Brotherhood of the Los Angeles 
Immanuel Presbyterian Church of 
which he is a member was anxious to 
raise money to send boys to summer 
camp, R. M. Ralston of R. M. Ralston 
Appliances offered to put on an eve- 
ning’s entertainment for the organiza- 
tion free of charge. The event was 
scheduled to take place in theater of 
the Ambassador Hotel on Wilshire 
Blvd., Los Angeles, on the stage of 
which Mr. Ralston installed a Hot- 
point range and refrigerator. Home 
economist Ann Martin of the Los 
Angeles Bureau of Power and Light 
took charge of the major portion of 
the program, playing the role of “Mrs. 
Modern” in a skit in which Miss 
Helen Hodges, saleswoman for a Los 
Angeles appliance dealer played stooge 
in the role of “Mrs. Neighbor.” A 
complete meal was cooked on the 
stage, the food being placed in the 
oven and on the surface and the range 
then covered with cellophane until 
the food was ready for use. 
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Following the skit a “Pete Short” 
novelty film was shown, which was 
then followed by the Hotpoint motion 
picture “Blame It on Love.” After the 
film, the pastor and assistant pastor, 
as well as a woman leader of the 
church and the church’s director of 
boys’ activities, each spoke a few 
words, the program ending with sev- 
eral selections by a member of the 
church choir. 


Women Sell Tickets 


Women of the church sold tickets 
for the event, which was attended by 
650 women, the profits for the church 
being sufficient to send 42 boys to 
summer camp. Mr. Ralston also prof- 
ited, for two electric ranges were sold 
immediately following the program 
and two refrigerators the following 
day. Another range sale was expected 
within the week—and several other 
prospects had expressed interest in 
the equipment shown. All of the 650 
housewives were given a _ thorough 
demonstration of Hotpoint quality dur- 
ing the event and may find opportunity 
in the future to patronize Mr. Ralston 
as their electrical needs arise. 


Enlarging a "Little Theater" 


The McGregor Co. of Marshalltown, lowa, likes Frigidaire's "Little Theater" idea 
and even enlarges on it. The miniature stage devised by Frigidaire to give 
projected slide films a more professional aspect worked so well that the Mc- 
Gregor Co. decided to build a bigger one and make it a permanent integral 
‘part of the showroom. Shown projecting a film for a prospect is Floyd Taylor, 

the company's sales supervisor. 
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MERCHANDISING PROGRAN 


Zenith is ready with the most complete radio merchandising program in the pei 


mes, Was 


Colliers. er’ 
radio industry today. A program in “Tune with the Times.” Not a warmed Jhilers an 
L OOK lamina over program from the past season—but one that is completely new and . 


ent Leas 


designed specifically to help you sell a satisfactory volume under today’s Jer! ! 


THE SA TURDAY conditions — Another Zenith “First” —an aggressive program for hard hit- with ; 

EVENING POST ting wide awake dealers who want to get back to real honest to goodness J" 

radio selling. \ppliance 

POWERFUL HATIONAL MAGAZINE ADVERTISING 
Millions of ill bl tt ti nd reté 

during the big Christmas selling season. untry. ” 

Today’s selling problems call for a new selling strategy. You must get back 9} what's 

if | to quality selling and realize a full profit on every sale you make. The plus > tae 

Ti NE W features of the 1942 Zenith line give you sharply defined advantages for this Jpiered su 

| quality type of selling—and give your customers readily apparent “Reasons J \);.,;; 

| wes! —_— Why” for buying Zenith. Bracket for bracket, model for model, you'll find Pise me: 

wT, IM the Zenith line in tune with the times! near 


Retailers 


articulz 
Zenith Has a Full Fall and Christmas Selling |:.':.. 

vork on, 

axh 4 eS Pictured to the left of this advertisement are but a few of the powerful J} ; ray 


their 1 


merchandising aids Zenith has for you—Strong national magazine adver- nage 

_ DRAMATIC SALES TRAINING SOUND FILM tising, a dramatic hard hitting sales training film, a complete merchandising Jo41, put 

Designed to help you sell quality in today’s 
market. Dramatic, full of human interest! Don’t book to help you “cash in” in greatest measure on today’s market... plus fF” * 

miss it—The biggest thing of its kind. ales yea 

! a line of quality radios with every important bracket adequately covered to J The |} 

appeal to the most people. In the ’42 Zenith line continued maintenance of [-..,,";. 


quality is evident in every model—and sustained public confidence is assured. 9}. DeJen 


elopmen 

lowing 

Write, Wire or Phone Your Zenith Distributor |. 
for Full Particulars 


J. Me 
Learn all about the fast moving hard hitting Zenith Nogrem 
program — how it will benefit you in your daily sell- 


THE SAME QUALITY 
THAT HAS GONE 


ing and how it will help you maintain the dollar INTO ZENITH 

E RADIO MERCHANDISING PLAN BOOK volume you need for a profitable retail operation. RADIOS FOR OVER 

me full of ideas—complete information on A QUARTER OF A 
IT’S THE TALK OF THE INDUSTRY CENTURY ALSO 


GOES INTO EVERY 
ZENITH RADIO CORPORATION-CHICAGO 


“OLDEST MANUFACTURER OF FINE RADIOS FOR THE HOME 
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Vice-President; Mrs. Nellie Morris, 


Section of G-E Co., 


Hectric Co. 


BRAND new type of selling pro- 
gram, geared to the tempo of the 
imes, was presented to appliance re- 
salesmen at the recently 
mpleted series of Retail Develop- 
ent League meetings sponsored by 
reneral Electric. 

Actual facts on sales strategy to tie 
n with present conditions was the 
yearhead of each presentation as 
..D.L. program managers from the 
\ppliance and Merchandise Depart- 
ent at Bridgeport addressed dealers 
and retail salesmen at over 200 meet- 
ngs in as many cities across the 
uuntry. These men carried the story 
{ what’s ahead, as it can be foreseen, 
wld retailers frankly what G-E Ap- 
liance executives were expecting, and 
ffered suggestions as to how retailers 
ould “Stay in the black in 1942.” 
Wishful thinking played no part in 
these meetings, no pollyanna picture 
vas painted: instead the straight un- 
ilorned facts were faced and discussed. 
Retailers claimed the meetings were 
articularly helpful at this time, felt 
they now had something tangible to 
vork on, inasmuch as quality mer- 
handise, additional lines, and service 
sa commodity would be basic factors 
i their 1942 programs. True, it was 
mitted that next year would not 
show the abnormally high volume of 
1941, but 1942 should stack up reason- 
bly well by comparison with a normal 
ales year. 

The Retail Development League 
as now completed its second year. 
Early in 1940, in introducing the plan, 
|. DeJen, Manager of the Retail De- 
clopment Section described it in the 
llowing words: “a program calling 


Proud of its growing membership, Retail Chapter No. 83, Akron, Ohio, records an increase of 10 to 
97 members, with 10 additional guests. On stage (left to right) are N. M. Lewis, Gesco-Cleveland; 
E. J. McFadden, G-E Range Advertising Supervisor; E. J. Leicht, Gesco-Cleveland; Dick Midgely, 
Program Manager; Grady Roark, G-E Range Representative; 


Officers of R.D.L. Chapter No. 111, South Bend, Indiana, pose with special 
quests before the meeting. Seated (I. to r.) Larry Paquin, Program Man- 
ager from Bridgeport; Kermit R. Fitz, chapter member; Frank H. Pugh, 
Secretary; Paul Thayer, 
Sanding (I. to r.) A. M. Sweeney, Manager of Household Refrigeration 
Bridgeport; J. S. Strecker, G-E District Manager, 
Chicago territory; H. W. Schoenduve, Vice-President of South Bend Elec- 
tic Co.; and L. F. Jordan, Chicago District Representative of General 


Plain 


President. 


Over 200 Retail Development 


Leagues of the General Electric Company, hear 


factual, straight-from-the-shoulder information on 


present selling conditions throughout the country 


for the progressive development of 
appliance retailing which must of 
necessity be broad in its aspects and 
far-reaching in its effect. It must pro- 
vide sales education, incentives 
and sales inspiration on a continuous 
year ‘round basis. 

“Such a comprehensive program 
cannot be perfected and organized 
overnight. It must be developed step 
by step. 


sales 


APPLIANC 
COMPA 
frors ST. LOU! 


“The first step in our program is 
the complete co-ordination of all exist- 
ing educational and promotional activi- 
ties under a brand new nation-wide 


organization to be known as the Retail 
Development League.” 

The first two years are now history. 
During this time 207 retail chapters 
have actively participated, 2,437 chap- 
ter meetings have been held and 
education and inspiration” 


“sales 
have been 


| 


Props for the R.D.L. meeting are loaded into a trailer for the next stop in the 

James & Co., St. Louis, territory. Left to right: W. A. Dunbar, Program Man- 

ager; W. F. Henley and J. Nutt, James & Co. Sales Counselors; V. Hegeman; 

J. R. McBride, G-E Range and Water Heater representative; D. Kunemann, G-E 
Home Laundry Equipment representative. 


€ 


Ingraham, Gesco-Cleveland. 


brought to a total audience of over 
98,000. The importance of R.D.L. to 
the retailer and salesman is_ best 
evidenced by the fact that many mem- 
bers think nothing of traveling from 
150 to 200 miles and more to attend 
a meeting. 

The plan itself is simple. Retail chap- 
ters of the League were formed in over 
200 different cities across the country. 
Each chapter operates under a charter 
granted by Bridgeport Headquarters, 
is run by its own chapter officers under 
the direction of the local distributor 
and achieves uniformity of operation 
by similar by-laws. Definite standards 
as to quorums and frequency of meet- 
ings provide the basis of operation for 
each chapter. 

Each meeting program is made up 
of three parts: a dramatic and in- 
formative message from General Elec- 
tric; a discussion of local problems 
and activities by the distributor in 
whose territory the chapter is located ; 
and a chapter social hour during which 
refreshments are served and the local 
chapter business conducted. The Gen- 
eral Electric part of the program is 
presented by a Program Manager 
from Headquarters, frequently includes 
colored movies, always embodies in- 
formation which will directly help the 
electrical retailer in his day to day 
operation. 

The results from the General Elec- 
tric viewpoint have more than fulfilled 
expectations. Carl M. Snyder, Assist- 
ant Manager of the A & M Depart- 
ment in charge of appliance sales, and 
Chairman of the Board of R.D.L., 
tells his side of the story in these 
words: “If we were ever forced to 
select just one from the many available 
methods of reaching the retailer and of 
working with him, that one method 
would be through the Retail Develop- 
ment League.” 


Good old-fashioned songfest follows swank dinner party staged by Retail 
Chapter No, 213 at Mason City, lowa, as part of the program of the 
R.D.L. chapter meeting. Bob Brogan, Program Manager, leads the sing- 
ing, while Lloyd Bergin of People's Gas and Electric Co. joins in as fiddler. 
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Home Service Girls 
SALESMANSHIP 


| No place for school 
teacher complexes in 
girls that expect to 
meet the public. 


Remember that housewives resent too 
pretty and too well dressed young 
chits trying to give them advice. 


Don't try to change the habits of a woman who measures recipes by guess. She's 
satisfied. 


You're selling appliances and power and not trying to prevent women from peek- 
ing in ovens and sticking straws in cakes. 
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HAT advice, “Don’t kiss the 
customers goodbye,” put 
thinking caps on a lot of execu- 
tives these days, and created a new 
opportunity for home service women. 

For salesmen in most of our larger 
retail outlets simply do not have time 
nor inclination to follow up on users 
to see if they are getting the most out 
of their appliances and to learn the 
names of possible new prospects. 
Utilities have done part of a job. De- 
partment, furniture and large retail 
stores are likely to follow. It looks 
as if the day is about to dawn for 
the home service girl who can work 
with the salesmen of large organiza- 
tions and do this follow-up for them. 

While the need may be pressing, it 
is plainly obvious that there are not 
enough good home service girls to go 
around, even in the ranks of the utili- 
ties. That the schools are shooting 
out girls by the hundreds equipped 
with neatly beribboned new diplomas 
there is no doubt. But when they go 
to work so many of them are left 
standing on doorsteps or waved aside 
by indulgent housewives, that one 
wonders just what is lacking in their 
training that stops their effectiveness. 

A search for a home economist who 
has the answer is likely to lead you 
to Miss Willie Mae Rogers of the 
Union Electric Company of St. Louis. 

“In my opinion it is the school 
teacher angle that blocks the effective- 
ness of the home economist in advis- 
ory work,” says Miss Rogers. “In 
the first place, the girl making home 
calls usually dresses up too much and 
makes the housewife in her somewhat 
sketchy apparel feel self-conscious in 
contrast. She will muff her chance by 
a question like this: “Do you want me 
to come in and show you how to do 
an oven meal?” 

“The answer is nearly always ‘No’”. 

Housewives, in Willie Mae Rogers’ 
experience, fall into two categories: 
(1) The helpless type that gives the 
home advisor smooth, safe sailing as 
every bit of aid is appreciated. (2) 
The type that thinks she is a good 
cook. 

With all too many women, in Miss 
Rogers’ opinion, the home service girl 
cools her heels on the porch and has 
to talk through the screen door. Now 
it is obvious that no home call is com- 
plete without some cooking help. The 
efficient home economist must get to 
the kitchen and do her stuff. Miss 
Rogers’ telephone approach usually 
reads something like this: “I think 
you'd like oven meals. I believe they 
would work into your method of cook- 
ing. May I come over and help you 
with one?” 

There are too many attempts being 
tried to remake women’s habits to 
suit Miss Rogers. After all, the home 


Willie Mae Rogers believes in sitting 
on a stool and listening to the house- 
wife's ideas when she calls. 


service girl is out to sell an electrica 
appliance and to induce the owner t 
use current. Virtually every indi- 
vidual in this world has some habits 
of her own and it is foolish to spend 
time to make them over. St. Louis an 
every other town is full of female: 
who never measure out ingredients 
for their cooking. The world 

crowded with housewives who ar 
oven peekers. In spite of Hades ani 
high water you can’t head off th 
good old grandmothers who are going 
to stick straws in cakes to see if the) 
are done. 

“Don’t try it,” says Willie Mac 
Rogers. “Adapt yourself to her 
method of operation.” 

The first procedure of Willie Ma 
Rogers is to wrap her legs around the 
kitchen stool, sit down and accommo- 
date herself to the ways of the house- 
wife she is calling on. If the womar 
is Polish she says, “I know a friend 
who makes so-and-so (a Polish dish) 
How do you do it?” 

Most women called on by home 
advisors are older women, and are 
not at all keen about being coached 
by some young chit. When you get 
in their house and show that you are 
really there to learn from them, you 
can persuade them to trot out their 
best ideas and demonstrate then 
After the customers have trotted out 
their stuff, only then does Willie Ma 
Rogers tell her economy story about 
one-umt meals, the thrift cooker and 
the like. 

Most women resent home advisors 
who are too young or too good look- 
ing, in Willie Mae Rogers’ estima 
tion. In this she is borne out by the 
head of the home economics depatt- 
ment of one of America’s prominent 
appliance manufacturers. 

One frosty morning last spring yout 

(Please turn to page 59) — 
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OON you will get all the answers in 

person! For G-E Previews are being held, 

as always, from coast to coast. And when you 

see the new 1942 G-E Refrigerators you’re 
going to stand right up and shout! 


As always, the emphasis has been placed first 
on quality, and the G-E Refrigerator of ’42 
will add new lustre to G-E’s brilliant record 
of long-life and enduring economy. 


As always, the G-E Refrigerator will be 
powered with the famous sealed-in-steel G-E 
Thrift Unit—and this year it uses even less 
current than ever! 


As always, the new General Electric Refriger- 
ators are prize-winning beauties—with fea- 
tures that attract and interest even the casual 


shopper. 


As always, there will be G-E models for every 
need—with sound step-up selling features 
that mean greater dollar volume. 


As always, G-E dealers will be supported by 
outstanding national and local advertising 
and sales promotion plans. 


And as always, G-E dealers will have the rich 
sales reservoir of the complete line of G-E 
Appliances to draw upon. 


GENERAL ELECTRIC 
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APPLIANCES 


that promote Health 


The world is full of people 
who are below par physically; 
they form a good market 
and to them the proper ap- 


pliance is a necessity. 


ACK in 1873 a lady was hurt 


in an accident, relates David L. 
Cohn in his book, “The Good 
Old Days.” Well covered in bed, a 
physician was called. “One of my 
limbs is injured,” the lady explained. 
The doctor inquired whether it was 
an arm or leg. The patient, shocked, 
did not reply. So the surgeon tried 
again; “Which is it?” he ased this 
time, “the limb you thread a needle 
with ?” 
“No,” replied the sufferer, “It is the 


limb I wear a garter on.” 
Today such modesty is gone, and 
any appliance dealer who cups a pink 


ear at his trade is likely to hear a lot 


of complaints from his customers 
ranging from fallen arches to spots 
before the eyes. Not being a physi- 


cian, he may not prescribe for these 
ills, and some gadgets like the Western 
Electric little Acousti- 
phone, take an expert to handle. Still, 
there a multitude of appliances 
which promote a feeling of well being 
that are right down the alley of the 
electric dealer. And 


Company’s 


are 


when his custo- 


Some 50,000,000 persons suffered from colds last winter— 
and rheumatism is so common it is a byword. Every family 
will stay in better health if it owns an infra red lamp. 


mers spend money to make themselves 
feel better, they take the rubber band 
off the bankroll. 

A most common objection voiced by 
an appliance dealer is: “There ain’t 
anybody sick around this neighbor- 
hood.” 

If they are curious about this fact 
they should do a little prowling among 
the statistics gathered by Louis I. 
Dublin, third vice president and sta- 
tistician of the Metropolitan Life In- 
surance Company, who knows that the 


PEOPLE WITH IMPAIRED HEALTH ARE ALL ABOUT US 


A checkup on 16,662 


men by the Metropolitan 


Life Insurance Co. is a fair cross-section 

All Under 25 to 35 to 45 to 55 and 

Ages 25 34 44 54 over 
Over 20% overweight. . 2.4 2.0 3.2 2.3 1.5 2.1 
Over 10% overweight. .. 12.9 49 8.1 14.4 18.9 19.8 
Defective vision corrected 25.4 15.2 18.4 21.8 38.3 48.7 
Defective vision uncorrected. 29.5 28.3 28.9 30 29.4 31.8 
Blood pressure, 15 to 25 below 

average 99 7.6 7.9 10.9 12.1 10.2 

25 or more below 2.4 0.6 1.3 2.9 3.3 4.3 
20 to 40 above average 6.2 4.6 4.6 49 8.3 16.4 
40 to 60 above average 0.7 0.1 0.2 0.5 1.1 4.3 
Headaches i 15.4 13.7 16.4 16.6 13.7 10 
Use of patent medicines 8.8 6.3 8.9 9.5 8.5 74 
Use of laxatives 9.1 6.4 7.6 9.1 11.4 12.6 
Frequent colds 17.7 22.9 20.8 16.4 14.2 13.6 
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ailing are all about us. Mr. Dublin 
will tell you that 15.4 percent of all 
the population suffer from headaches ; 
9 percent are inspired by use of laxa- 
tives, and 17.7 percent have frequent 
colds. Some 41.8 percent have heavy 
dentistry. He can cite to you that 15.4 
percent have flat feet and 12.9 percent 
are 20 percent overweight. This is re- 
vealed by a checkup of 16,662 white 
males and is a pretty good cross-sec- 
tion for the country. 

People who have ailments want to 
do something about them. Several 
years ago a malted milk firm sprung 
a national advertising campaign on 
how to woo sleep. It appeared that if 
you drank one of their hot malted 
milks before going to bed you would 
sleep like a top. 

It very cleverly took advantage of 
the fact that a considerable percentage 
of the population suffered from low 
blood pressure. People in this shape 
chill easily and wake up. A tummy 
full of hot milk tided them over the 
night and resulted in sound sleep. The 
same effect could be brought about by 
having an electric pad in the bed to 
snuggle up to, or a General Electric 
blanket covering the sleeper. 

In a test campaign put on by the 
Dallas Power & Light Company a 
General Electric blanket selling at 
$49.95 was bought by three dozen 
people. The second year at $29.95 it 
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Because people with low blood pressure or worries sleep 
better if they are kept warm, an electric blanket or warm- 
ing pad will positively promote efficiency. 


was even more popular. It has been 
estimated that in the trial period some 
600 blankets were sold from October 
to January in Texas, despite a light 
winter. 

Take the humble cold. Nearly every 
one has a few sneezing fits and colds 
during the year. But it took a Gallup 
survey in the March 13, 1941 New 
York Times to reveal that 59 million 
hours were wasted last winter as a 
result of colds. Some 50 million adults 
—nearly half the population—were af- 
fected between October and March. 
In addition, the Gallup survey indi-j 
cated that one person in every 


had been victim of last winter’s epi-] 
demic of flu and grippe. > 
Now if you went to a doctor for that} ga 
cold, what would probably happen? re 
Chances are he would pop you under — 


an infra red lamp and be given a 
thorough baking. Somehow the 
fairly rolls away under the influencegiyy | 

of this lamp. There’s no secret as to 
how it works. Electrical dealers 
should not forget that one customer 
out of every four is a prospect for am 
infra red lamp and that they sell for 
$3.50 up. j 
For years the Hamilton-Beach Com 
pany has manufactured a massaget 
called the Vibro. Possibly Fred Tuerk 
has never had before him the Metro- 
politan Life Insurance Co. facts which 
(Please turn to page 54) 
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ELECTRIC 


Yes, if it’s a Roaster Range, it must be a MONARCH because this 
patented, built-in-top roaster is an exclusive Monarch feature — one 
ee of the many contributing to MONARCH Range popularity. 


4 


Here are some of the exclusive MONARCH features of vital interest to 
the prospective user interested in economy and efficiency of operation: 


* LARGE CAPACITY OVENS with: 
IMuminated Dial Temperature Control 
Safety Stop Sliding Shelves 
Positive Contact, Five-point, Oven Terminal 
* “SIDE-HEET” SURFACE OVEN COOKERS with: 
Six Quart Porcelain Enamel Inset 
Pyrex Glass ‘Visible Cooking’’ Cover ) 
Blanket Type Heating Unit Full Depth of Well. 
* “DEEP HEET’’ ELECTRIC SAUCE PAN with: 
Choice of Side and Bottom Heat 
Porcelain Enamel Utensil 
Pyrex Glass ‘Visible Cooking’’ Cover 
* “BUILT-IN-TOP”’ ROASTER OVEN with: 
Large Capacity Porcelain Roaster Inset 
Trivet Rack for Baking and Small Utensils 
Automatic Illuminated-Dial Temperature Control 
* SURFACE COOKING CONVENIENCE with: 
Dura-Glaz Black Porcelain Units 
Fast Starting Heat for Speed 
Assured Stored Heat for Economy 


; been 
| some 
ctober 
| Tight =| There is a choice of Model Designs to meet every home requirement, 
three popular models are illustrated below. 

Write for photographs, prices and exclusive agency arrange- 

ments. There will always be a MONARCH Range — first 


choice of good cooks for three generations. ip 


MALLEABLE IRON RANGE CO. 


1121 LAKE ST. BEAVER DAM, WISCONSIN 


every 
| colds 
Gallup 
New 
nillion 
- asa 
adults 
pre ai 
March. 
indi- 
y four 
's epi- 


or that 


ippen Model LN57P Model F87PC Model LNS6PC 

hese a Roaster Range with Deluxe full automatic Compact Deluxe model 
e cold large illuminated oven, large illu- with large illuminated 
Auence built-in-top roaster, oven, 6 quart ‘‘Side- 


Electric Saucepan, 
three “‘Hi-Speed”’ sur- 

xP face units, three uten- 

sil storage drawers. 


Heet’’ Cooker Oven, 
three “Hi-Speed” sur- 
face units, and three 
storage drawers. 


oven, three “Hi- 
Speed"’ surface units, 
plate warmer and 
storage drawers. 


t as to 
dealers 
stomer 
for an 
ell for 


Tuerk 
Meiro- 


which 


apacity ovens. Heavily Monarch’s pat. “illuminated-dial” Built-in Surface even with 6 qt. Exclusive switch assen 
4d and accurately con- is a self contained oven switch, quick browning ‘‘sideheet’’ inset. — positive contacts, rigid connec- 
temperatures always. heat indicator and regulator, Heavy insulation. Pyrex cover, tions and maximum capacity. 


sliding drawers with flush front 
porcelain enamel panels. 


Zz 
p its the use of standard utensils 
rivet permits 4g a baking 
ta? 


A. Jones rents an album of classical music to a customer of the Record Col- 
lector's Exchange. Minimum rental is three cents a day per record. 


EN THOUSAND new and 


used records for rental and ex- 
change This unique merchan- 
dising appeal is being made by the 


Record Collector's Exchange, with re- 
markable success, to New York City’s 
ever increasing army of disc collectors, 

The Exchange end of the organiza- 
tion is firmly established with an en- 
rollment of 
“Lending Disc 


and the 
boasts of a 


L000 people 
Library” 
membership of about 500 fans. 


Started With 500 Discs 


When proprietors A. 
Lemberg first 
about three years ago they concluded 
just selling platters would be too com- 
petitive in their Decided 
then and there the Exchange idea was 
the answer to their problem. The de- 
cision was encouraged by their own 
experience in the music world (both 
men are violinists with 15 years of 
musical education in back of them). 
From personal contacts they knew of 
numerous collectors who would be 
willing to pay a small rental or ex- 
change fee in order to hear the latest 
recordings. 

They opened their first shop with a 
stock of approximately 500 discs. In 


Jones and H. 


opened the business 


location. 


10 Most Popular Classics * 
Tschaikovsky Piano Concerto B Flat 
—Victor 
Brahms Piano Concerto Number 2 —Victor 
Beethoven Violin Concerto —Victor 
Shostakovich Symphony Number 5 —Victor 


Tschaikovsky Symphony Number 5 
—Columbia 


Beethoven Symphony Number 9—Columbia 


Brahms Violin Concerto —Victor 
Stravinsky Petrouchka Suite —Victor 
Mozart Don Giovanni (opera) —Victor 
Brahms Symphony Number 4 —Columbie 


*According to Record Collector's Exchange 
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Here one of the 1,500 customers of the Record Collector's Exchange looks over 


an album of records from the 10,000 items the organization has in stock. 


New York's 
Record 


A brisk business in exchanging and renting phono- 


graph records—to say nothing of selling used disks— 


is the unusual set-up of the Record Collector's Ex- 


change which has a library of 10,000 musical items. 


less than a year and a half they were 
compelled to move to larger quarters 
and today they have a collection of 
over 10,000 items. Report their library 
is increasing daily with many “hard- 
to-get” records which builds up the 
shop’s reputation among platter col- 
lectors. 


How It Works 


stock consists only of 
recordings. They contend 
that popular, race and other types are 
foreign to their specialized set-up. 
Further, they knew they could put the 
idea across with patrons of the class- 
ical pressings but were skeptical about 
other collectors. 

Members of the renting society can 
borrow any size record for 3 cents a 


Complete 
classical 


day. There is a minimum charge of 
9 cents or three days rental fee. If 
desired the rental fee can be applied 
toward the purchase of the disc. 

In some cases the Exchange asks for 
a 50 cent deposit on each record bor- 
rowed. This charge is generally only 
imposed on the first rental to see how 
the prospect treats the recordings. 
However if the customer establishes 
his credit and proves careful treatment 
of the discs there is no deposit 
required. 


A large share of this business is 
carried on with music schools and 
other institutions who, for one purpose 
or another, rent complete albums. 

For proper control of stock and 
rental bookkeeping they use a simple 
cross-index recording system like those 
employed by book-lending libraries. 

In the months of May and Septem- 
ber the owners stage a bargain sale of 
old discs. Set a price at 50 cents each. 
This sale makes room for the latest 
releases and clean the shelves of the 
worn platters. 


Exchange Feature 


As mentioned previously the “Ex- 
change Society” has an enrollment of 
over 1000 members. The majority 
are music lovers who are limited to 
outright purchases and use the ex- 
change facilities to swap their discs 
for other works of music. 

The member’s offering is first ex- 
amined to see that the disc is not 
scratched or worn. If found satis- 
factory the customer is entitled to an 
exchange of records equal to the value 
of items turned in. Fee charge for 
the swap is 20 cents per record. 

In general it works something like 
this, a new customer may purchase an 
album containing 5 records. At some 


DECEMBER, 


* OPEN UNTIL 


EVENINGS 


THURSDAY 


>= 


H. Lemberg checks over the Record 
Collector's Exchange Society's lists. 


future date he can return the albun 
if not mishandled, for other recordings 
of equal value by paying the fee of 2 
cents per disc, in this case $1.00 for 
the five. 

Fans who own album sets processed 
for manual series playing can ex- 
change them here for albums made for 
slide-automatic or  drop-automatic 
record players. The charge for this 
kind of a swap depends on the album 
and the condition of the pressings. 


Know Your Music 


Both Jones and Lemberg emphasized 
the importance of knowing your com- 
posers and their works. Said anyone 
without a musical background and a 
fair knowledge of the popular records 
has no right to enter this specialized 
business. According to them, shop- 
keepers like this would lose their shirt 
because unpopular discs would _ pile 
around their necks in no time. 

The owners also stressed the fact 
that the plan requires plenty of pro- 
motion and it has to be good and con- 
stant. Letters are constantly going 
forth to their clientele advising them 
of the latest releases. Reported con- 
siderable success with advertising in- 
sertions in music publications and 
stadium concert programs. 
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M. G. O’'HARRA 


Vice-President in Charge of Sales 


P. H. PUFFER 
General Sales Manager 


E. R. BRIDGE 
Sales Manager—Washers 


W. M. DAVIS 
Sales Managcr-—~Home Heaters 


ARCH BLACK 
Sales Manager—Commercial Refrigeration 


hen 


ig 
\ 
t al Sales 
Sales Manager—Household Refrigeration 
nyo! 
ul Sales Manager—Elecsric Ranges 
Cc 
3 
— 
RANGES WASHERS 2 ANGES HOME HEATERS REFRIGERATION 


Here is the original staff of the Intermountain Utilities Co., Salt Lake City. The sales- 


men include: W. |. Terry, president; O. R. Bigelow, vice-president and general man- 
ager; R. M. Willardsen, secretary; M. E. Miller, treasurer and H. R. Clinger, H. P. 


Garry 


The present store of the Intermountain Utilities Co. has 12,000 feet of floor 
space and a staff of twenty-one. This is a typical interior selling scene. 


And here are twenty of the twenty-one now on the payroll of the company. 
The manager is employed by the directors and is responsible to them for results. 
Business is run as @ stock company with most of the employees owning shares. 


HEN the Utah Power and 
Light Company went out of 
the appliance merchandising 
business last August, it 
duced the staff of the sales department. 


gre atly re 


Some of the men formerly so employed 
went into the dealer contact depart- 
ment, but inevitably about thirty-five 
of these trained men were set free to 
find other employment. At the same 
time much of the business which under 
have been 
handled by the power company staff 


conditions would 


former 


was now left open for whoever was 
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enterprising enough to take it over. 

Thirteen of these power company 
salesmen in the Salt Lake district de- 
cided that they might just as_ well 
continue to be the ones who made the 
sales and that there was no reason 
why they should not 
business for themselves 


devel this 
They deter- 
mined to carry on much as they had 
been doing, but under their own direc- 
tion and for own profit. The 
method they adopted was to form a 
stock company, each one taking shares 
in the new enterprise and electing 


their 


APPLIANCES 


Monsen, D. R. Featherstone, C. F. Packard, W. Neeley, S. C. Nabaum, S. H. Bigelow 


and G, A. Rowsell. They are lined up for the first photograph to be taken after they 
had incorporated as an independent company. 


When the Utah Power & Light Company 
went out of the merchandising business, 
these thirteen former utility salesmen started 


their own business—with surprising results 


directors and officers. These in turn 
selected a store manager from among 
the group to run the enterprise. 


Would It Last? 


There were plenty of predictions 
that the business would not last. Such 
a group, warned the critics, would not 
readily take direction. Each man would 
have too many ideas of his own and 
they would not be the same ideas as 
those of his fellow stockholders. In 
fact, the prophets gave the 
enterprise just about six months. Well, 
the six months were up some time 


village 


ago and the firm is still going strong. 
In fact, it has done better than was 
reasonably to be expected. Many of 
the men had regular territories in Salt 
Lake and the surrounding district 
under the Utah Power and Light. 
These for the most part they have 
kept under the new firm, contacting 
their regular customers and following 
up business under the direction of a 
manager of their own selection very 
much as they would have done had 
there been no change. The point is that 
the first six months of operation under 
the new management showed a defi- 
nite increase in business for the same 
territories over the year previous, with 
a big upswing this year as compared 
to last. W. I. Terry is president of 
the firm and O. R. Bigelow is vice- 
president and general manager. 
There really is nothing mystic about 
the company. The firm is run and 
the men employed just as in any other 


There is no clause which 
says that every man who owns stock 
must have a job with the firm, nor 
that others cannot be employed. In 
fact, the store already has several em- 
ployees who do not beiong to the 
original group. Business ex- 
panded until the staff now numbers 
twenty-one. The manager is employed 
by the directors and is responsible to 
them for results. That is about all 
there is to it. 

Of course, the fact that all of these 
men saw the thing from the sales- 
man’s angle in the first place gives an 
interest to the methods which they 
find acceptable. It is significant per- 
haps that the organization is run on 
the principle of exclusive territories 
which are rigidly observed. Any sale 
which is made, whether in the store 
or in the field, is credited to the sales- 
man from whose territory the customer 
comes, whether the salesman had any- 
thing to do with making the sale or 
not. To balance this, of course, cooper- 
ative sales commissions are paid to 
the man who actually does the work 
of selling in any particular instance. 
This exclusive territory idea has a 
real basis in justice. Inasmuch as the 
men keep very close contact with their 
respective territories, making house to 
house calls and knowing pretty well 
the entire group of possible customers 
under their charge, it is a reasonab! 
assumption that they had somethin; 
to do with laying the foundation « 
interest upon which the sale was based. 

(Please turn to page 52) 


concern. 
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Good customer relations result from their sale, 
says O. E. Hines of Union Electric Co., St. Louis 


4 WO things keep us from 
selling vacuum cleaners,” a 
commercial manager told 
ELECTRICAL MERCHANDISING not long 
ago. “Those boys are so rough and 
ready, they’re likely to pull the pictures 
off the walls. And we as a utility can’t 
afford to cooperate in anything that 
may possibly leave a bad taste in the 
mouths of our customers. The second 
reason for our lack of interest is the 
lack of load that a cleaner gives.” 

Busy, bustling, bellicose O. E. Hines 
of the Union Electric Company, St. 
Louis, who at the drop of a hat will 
tell you how he went to town in his 
early days selling Hoover cleaners in 
Arkansas, snorted when he heard this. 

“A utility has the job of making 
life easier and more pleasant for its 
customers,” he said. “One of the per- 
petual jobs of the housewife that is 
never ended is the task of keeping the 
floors clean. That can best be done 
with a vacuum cleaner. I figure the 
more contacts in giving help the utility 
can have with its customers, the better 
the public relations.” 

Mr. Hines feels that a vacuum 
cleaner salesman is no more likely to 
rub a customer the wrong way than 
any other utility employee, who has 
been properly trained. It is quite pos- 
sible there may occasionally be an 
over-exuberant salesman. Neverthe- 
less, he has protected himself on that. 
The Union Electric Company in its 
agreement with the Hoover and the 
Eureka Companies has a setup which 
makes the unsound high pressure sales- 
man a liability to himself as well as 
to his company. 

“In the smaller cities I would re- 
commend that the utility send out a 
man to verify every sale before the 
order goes on the books,” he says. 
“In this way it can be ascertained 
that the woman has not been high- 
pressured into buying something and 
that she understands the terms per- 
fectly.” 

Union Electric Company has some 
35 bird dogs scaring up prospects for 
Hoover and Eureka resale’ men. 
Twenty of these chaps are on major 
appliances alone and are assigned to 
washers, ironers, ranges and refrigera- 
tors. If they blunder onto a housewife 


who wants a cleaner they fill out a 
card to that effect, giving all the data 
they know about it. They get her 
preference for either a Hoover or 
Eureka, 

These cards are turned over to re- 
sale men. Union Electric receives a 
per cent of the profit as its reward. 

Mr. Hines judges the effectiveness 
of any cleaner operator by the number 
of cleaners that he has out on trial. 
Any man that is worth his salt will 
have six to twenty cleaners out in 
homes all the time. “After all,” he 
says, “the proof of the pudding is in 
the eating. Get a cleaner in a woman’s 
hands and it will sell itself.” 

Verbally he advocates a presentation 
in which the salesmen shows features, 


which, “Madam, will add ten years to 
your life.” 

Salesmen never try to close with the 
housewife. They leave the cleaner on 
trial and make it a point to get back 
ahead of the husband. The idea is to 
be present so that the husband cannot 
bluff the wife out of her cleaner. 

“IT want to show you the cleaner,” 
the salesman tells the husband. 

“Hell, I’m not going to buy a clean- 
er,” comes back Mr. Husband.: 

“T know it—I want to show it to you. 
I understand you are a mechanic. You 
have a lot of dandy tools down where 
you work, sharp and in perfect condi- 
tion. 

“When you go walking down the 
street you step in all kinds of dirt. 


Cleaner displays on the floor at Union Electric—Frank 
Smith of Eureka chats with Mary Briggs of Hoover. 
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O. E. HINES 


made his mark selling vacuum 
cleaners in Arkansas. 


You carry it in the house on your 
shoes onto the living room rug. Now 
that rug is a playground for your chil- 
dren and your wife wants the tools 
that will keep it clean and sanitary. 
You’ve got your chisels and saws— 
I wonder if you wouldn’t be willing 
for her to have equally good tools for 
her to keep house with?” 

If the expert sells the cleaner the 
bird dog gets a commission. Some 
two-thirds of the 35 Union Electric 
salesmen have had enough cleaner 
training to sell the vacuum cleaners 
themselves. They can give an 8-point 
close and tell a pretty good story still, 
most of them are assigned to other lines 
of merchandise, and this makes neces- 
sary to pass the leads they pick up 
down the road to the actual Hoover 
and Eureka resale men. 

The system must be a pretty good 
one because Union Electric in one year 
sold 1,500 cleaners, which is about 
tops for any utility, Mr. Hines thinks. 
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IN THOUSANDS OF WINDOWS FOLKS ARE 


WESTINGHOUSE 


People like pictures. So Westinghouse recently inaugurated a 
monthly Pictorial News Poster service for its dealers. These 
portray electrical miracles in research and products of this 
many-sided industry. 

Poster service is merely one specific example of the many 
dealer helps supplied by Westinghouse to focus attention on 
retailers’ stores. 

After several mailings, Westinghouse asked for comments. 
Of the hundreds of questionnaires returned, over 95% checked 
YES in answer to: “‘Do you like the posters? Do you want to 
continue to receive them? Have you actually displayed them?” 

Such an enthusiastic response is proof that dealers know 
folks are looking up to Westinghouse—appreciating its contri- 


butions to industry and to the nation as well as to the home. 


WESTINGHOUSE NEWS POSTER SERVICE FOR DEALER IDENTIFICATION 


If you are a Westinghouse dealer and have not yet used this 
Pictorial News Service, we suggest you consider its advantages. 
Westinghouse News Posters are big enough to attract attention 
—small enough to use everywhere: in your windows, on your 
bulletin boards, counters, walls, doors, inside showcases, be- 
side your elevators. Everywhere telling a Westinghouse story 
and linking your store with its achievements. 


WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY 
MERCHANDISING DIVISION . MANSFIELD, OHIO 
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A FEW BRIEF COMMENTS 
FROM DEALER FAN MAIL 


“Posters help to sell Westinghouse 
Appliances by showing the customers 
the great things Westinghouse is 
doing in research.” 


“Customer remarked: ‘That’s the 
same make as my Refrigerator and 
Washer.’ ” 


“School children look for posters— 
call them to the attention of their 
parents.” 


“Such accomplishments are wonder- 
ful—make good advertisements for 
Westinghouse.” 


“It gives us an idea of what a large 
electrical manufacturer is doing to 
help in this all-important time of 
National Defense.” 


“They all like the news—speak of 
Westinghouse as a big company— 
always achieving big things.” 


“Gives people an idea of the progress 
being made by Westinghouse Re- 
search Laboratories.” 


“Customer remarked that any com- 
pany that could turn out a machine 
like the Wind Maker should certainly 
be able to make a good range and re- 
frigerator. Sold her range, refriger- 
ator and washer. Later on, an iron.” 


“Customer said: ‘Our mine uses 
Westinghouse Motors, that’s the 
reason we bought a Westinghouse 
Refrigerator.’ 


~ 
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Models 


Selling Features: 


PHILCO Refrigerators 


Philco Radio & Television Corp., 
Philadelphia, Pa. 


RAH-7, RR-7, R-7 and 


SMR-6 


New styling, includes 
fluted doors, cut-out metal letters on 
name plate and color in interior; 
evaporator doors trimmed with blue 
plastic or blue vignetted decoration 
baked into porcelain; Side-mounted 
evaporators on all models except top 
model RAH-7 which features Ad- 


vanced design; Conservador and a 
frozen food compartment in RAH-7 
consisting of 2 chambers with chrys 


tal glass doors—1 for ice cubes, the 
other completely sealed-in for frozen 
storage; moist cold compartment 
cooled by refrigerated cold shelf; full 
width refrigerated crisper drawer: 
extra-cold meat storage compartment ; 
Philco fold-away shelf 

All models equipped with Philco 
Super Power, hermetically sealed sys- 
tem; levelers for uneven floors: acid 
resisting porcelain interior; Dulux ex 
terior ; temperature control ; automatic 
interior dome light; vegetable bin— 
some divided in 2 sections 

RH-7, has large enclosed compart- 
ment for frozen food storage; re- 
frigerated crisper drawer; extra large 
sliding meat storage tray; high hu- 
midity moist cold compartment; re 
frigerated cold shelf 

RR-7, equipped with meat storage 
tray, extra-large sliding crisper; loose 
panel shelf 

R-7, full width sliding crisper 
drawer ; meat storage tray; adjustable 
sliding shelf 

SMR-6, large concealed metal tray 
for defrost and meat storage; extra 
large, glass-covered porcelain sliding 
crisper; loose panel shelf. 

All models except lowest priced 
model has more than 7 cu.ft. capacity 
SMR-6, 6.3 cu.ft. capacity —Electrical 
Merchandising, December, 1941 
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Pric¢ $8.95 


We dels 


Selling Features 


K-M Toaster 


The Knapp-Monarch Co., St. Louis, Mo. 


Device K-M sandwich toaster. 


Selling Features 


With interchangeable 
vatile grids it is quickly adaptable 
lor use as sandwich toaster, flat grill 
waffle iron; chrome finish, wooden 
iandles; temperature indicator; ad 
justable hinge, 660 watts, 115 volts 
Electrical Merchandis 


ing, December, 1941 


FRIGIDAIRE Ranges 


Frigidaire Div. General Motors Sales Corp., 


Dayton, O. 


B-50, B-10, B-15, B-60, B-70, 
\-6 and BC 5 and 6. 

“Designed to provide 
better performance and value using 
less critical materials” 1941 features 
include radiantube unit; 5-cooking 
heats; full-size, l-piece oven; twin 
unit, even-heat oven; high speed 
broiler; smokeless broiler rack; 
simpli-matic oven control; interior 
oven light; thermizer cooker ; thrifto- 
matic thermizer switch; full size 
cabinet; 1-piece stainless porcelain 


top; 1-piece lifetime porcelain cabinet ; 
cook-master oven clock control and 
utensil storage drawer. 

B-50, new model in intermediate 
price group has same 40 in cabinet; 
single-dial, simpli-matic oven control 
that automatically switches oven units 
from pre-heat to bake when desired 
temperature has been reached; time- 
signal rings a bell when set time has 
expired; new lamp with Mazda bulbs 
placed in an _ off-set position for 
symmetrical balance; switch handles 
with serrated sides; an accessory 
warmer unit and switch to convert 
large storage drawer into warming 
drawer available as extra equipment 

Plus features in lower price B-10 
and B-15 models include same oven 
heat distribution and same 5-cooking 
speeds found in higher priced ranges: 
B-10 available with newly styled 
“extras” including cooking top lamp, 
cook-master and time signal. B-15 
lamp and time signal are standard 
and the cook-master is extra. B-10 


is also equipped with high-speed 
broiler, utensil storage drawer and an 
oven signal light. B-15 features 2 
extra storage drawers, an oven in- 
terior light, a thermizer baking rack 
and a smokeless type broiler rack. 
Top models in line Deluxe B-60 and 
3-70 have every Frigidaire automatic 
feature including a warmer drawer; 
thrifto-matic switch; special V-type 
roasting rack; automatic ‘appliance 
outlet in addition to non-automatic 
outlet; Deluxe thermizer utensil and 
a fluorescent lamp. B-70 has 2 ovens 
with automatic lights, 2 broilers. 
Other models in line are A-6 apart- 
ment model for small kitchen and BC 
5 and 6 combination ranges with 
built-in kitchen heaters for rural and 
small town market.—Electrical Mer- 
chandising, December, 1941. 
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HOTPOINT Steel Cabinet 
Sinks 


Edison General Electric Appliance Co., 
5600 W. Taylor Ave., Chicago, Ill. 


Device: Two new Hotpoint steel cabi- 


net sinks added to line. 


Selling Features: Available with 2 or 


4 drawers—both have 3 storage cabi- 
nets; grooved, double drainboards 
with soap dish and level deck at back 
for goblets; utility basket hung on 
left front door; linoleum-lined cutlery 
drawer; each sink has 22 cu.ft. cabi- 
net storage space; stain- and acid- 
resisting porcelain enamel, sinks are 
54 in. long, 25 in. deep, 36 in. work 
surface height, 4 in. back splash panel ; 
bowls 7 in. deep with 34 in. drain 
openings to accommodate installation 
of famous Hotpoint Disposall; entire 
sink assembly sound-deadened. 
Revised line of Hotpoint standard 
steel kitchen cabinets provide wall and 
base cabinets which can be assembled 
in variety of combinations, they in- 
clude wall cabinets in 18- or 30-in. 
heights, 13 in. deep; combination cup- 
board and drawer base cabinets, 3- 
drawer base cabinets, all 344 in. high 
without tops, 25 in. deep. Available 
cabinet widths include 15, 18, 21, 24, 
30, 33 and 36 in., broom and linen 
cabinets 84 in. high, 13 or 24 in. 
deep; accessories include bread box 
for 18 in. drawer cabinet and flower 
bin for 30 in. wall cabinet.—Electrical 
Merchandising, December, 1941. 
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EUREKA 
Tank-Type Cleaner 


Eureka Vacuum Cleaner Co., 
6060 Hamilton Ave., Detroit, Mich. 


Device: Deluxe tank type cleaner 
Selling Features: Styled by Georg 

Walker; 11 all-purpose tools for flo 

to-ceiling cleaning, are compact 

stored in specially constructed Vj 

Tool kit that can be hung in closet 
stood on floor or shelfi—each t« 
clearly visible and accessible; Rug 
Glide Pontoon Nozzle has round 
edges to glide easily over thick 
with metal comb on leading edge 
provide agitating action so that sy 
tion of cleaner may be employed 
new point of efficiency ; an inset bru: 
also in nozzle picks up lint and othe 
clinging material; swivel connectioy 
makes nozzle easier to use under a: 
around low objects. 

Other features include a compact 
rubber-mounted, horizontal-type m 
tor 3-stage fan, forced-air cooling 
built-in radio-noise eliminator; re 
placeable, chemically treated filter i: 
front of motor; new dirt-tray ba 
cloth of specially woven herringbone: 
streamlined spring clamps hold en 
bells of cleaner. 

Attachments include a long. brus! 
for bare floors, linoleum, walls, cei! 
ings; dusting brush for lamp shade: 
curtains, drapes, books, etc.; upho! 
stery tool for furniture, bedding 
clothing, car interior; crevice tool ¢ 
radiators; waxing pad to fit over pon 
toon nozzle; sprayer; 2  extensior 
tubes ; 8-ft. cloth covered rubber hose 
and Eureka demothing Sanitor 
Electrical Merchandising, December 
1941. 
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WATER-SORBER Window 
De-humidifier 


The General Air Conditioning Corp., 
4449 Appleton St., Cincinnati, O. 


Device: Water-Sorber stops frosting of 
show windows enclosed or cut off 
from remainder of store. 

Selling Features: By removing moisturé 
from air in windows, condensatio! 
and freezing on glass is eliminated; 
contains cubes of a water absorbin 
chemical—as air circulates over thes¢ 
cubes the moisture is withdrawn an 
drops to bottom where it may De 
easily removed; electric fan circu 
lates air through top grill; retur! 
air flows into unit through bottom 
register; cabinet 26 in. high, 14 in 
wide, 12 in. deep; also gffective 1 
control of dampness, mildew, rot am 
mold in closets, basements, etc. 

Price: $20 with 10 Ib. of chemical. 
Refill containers of 20 Ib. $2.25- 
Electrical Merchandising, Decen bet 
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ng ARE YOU JEOPARDIZING YOUR BUSINESS FUTURE? You most 
and certainly are, if you are depending upon a normal supply of new 
at su appliances in the months to come. But such risk is not necessary 
ers —you can imsure your business against reduced revenue resulting 


“tine from a diminished supply of new merchandise. 


ri RECONDITIONING, REPAIRING, PROLONGING THE LIFE of appli- 


inal ances now in use—this policy is the solution to the problem of 
keeping customers satisfied, aiding National Defense and, above 


all, providing your own “‘business-life insurance.” 


nso THE RIGHT START IN THE RIGHT DIRECTION 


details on Premier’s service promotion plan. Premier’s ‘‘Intro- 


is to get full 


ductory Service Package’’—an initial supply of genuine factory- 
built parts, plus effective merchandising helps—enables you to 
get going immediately and at very low cost. Investigate this 


““Business-Life Insurance’ plan today. 


PREMIER IS STILL BUILDING NEW CLEANERS 


tinue to do so as far ahead as anyone can foresee. But the number 


—and will con- 


that can be made is necessarily restricted. Naturally Premier will 


apportion its available supply of new merchandise to foresighted 


dealers—dealers who will win new customers with new cleaners 


while retaining old customers through careful servicing of the 


cleaners they already have. 


Premier Division 


ELECTRIC VACUUM CLEANER COMPANY, INC. 


1734 tvanhoe Read + Cleveland, Ohio 


Please send me full information on Premier's Service Promotion 
Plan and the low cost “Introductory Service Package.” Also tell 
me how I can obtain a Premier electric wall clock without cost. 


nical. Name 
25.- Address 
ner. 
City. State. EM-12 
IN 
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STEWART-WARNER 
Refrigerators 


Stewart-Warner, 1826 Diversey Parkway, 
Chicago, Ill. 


Models: Dual-Temp models 872, 862, 
672 and 662; Master models 602, 612 
and 802. 


Selling Features: Dual-Temp models 
equipped with freezing locker in a 
separate compartment with a tem- 
perature of 22 degs. below freezing 
and a 50 lb. storage capacity; sterilamp 
with its ultra-violet rays sanitizes and 
keeps foods fresher longer in moist 
cold compartment; full glass shelves 
with pastel blue Tenite trim; 4 white 
plastic ice trays, with new rubber 
grids; sliding vegetable basket for 
small fruit and vegetables; cold con- 
trol and light combined into single 
unit; “sealed-in-steel” compressor 
unit; large dry storage compartment; 
872 and 862 8 cu. ft.; 662 and 672 
6.3 cu. ft. 

Master 602 has porcelain freezing 
unit with 4 Plasteel trays with rubber 
grids; 12 pt. cold control; 3 full 
width non-tip wire shelves; interior 
light; 6.5 cu. ft. 

Master DeLuxe 612 equipped with 
covered glass meat chest, 2 porcelain 
sliding vegetable fresheners with 
glass covers; 3 glass shelves with 
green Tenite trim; bottom shelf has 
2 lift-out sections; dry storage; 6.5 
cu. ft. 

Master 802 has etched glass meat 
chest, large porcelain vegetable fresh- 
ener with cover; 4 “space Maker” 
shelves with 5 removable sections; 
dry storage cabinet with door handle. 
—Electrical Merchandising, Decem- 
ber, 1941. 


MARKEL Fluorescent Adaptor 


Markel Electric Products Inc., 
Buffalo, N. Y. 


Model: Markel Streamlite Adaptor 
Style 12. 

Selling Features: 2-light fluorescent 
ceiling adaptor, 24 in. for kitchens, 
etc. ; easy to adjust, “Stay-Nu” finish; 
29 in. long, 84 in. wide, 8 in. high; 
uses two 20-watt, 24 in. tubes; white 


enamel finish; kitchen white or bone 
white glass; for use only on 60 cycle. 
110-125 volt a.c.—Electrical Merchan. 
dising, December, 1941. 


NUTONE Door Buttons 


NuTone Chimes Inc., 3rd and Eggleston, 
Cincinnati, O 


Device: NuTone Colonial door button 

Selling Features: To be sold in con- 
junction with NuTone chimes or as 
separate item; styled in Colonial man- 
ner, solid cast tarnish-proof brass 
plate with a sure-contact pearl button 
inset in center; l¥s in. wide, 3¥% in. 
high, Ys in. deep; fits any standard 
door frame. 

Price: $1.00.—Electrical Merchandis- 
ing, December, 1941. 


SANIDAIRE Humidifier 


United States Air Conditioning Corp. 
Northwestern Terminal, Minneapolis, Minn. 


Device: Portable type room and office 
humidifier. 

Selling Features: Automatically washes, 
cleans, filters, circulates humidified air 
without mist or draft; removes 90% 
of the dust, dirt and lint; gives relief 
to cold sufferers. Self-contained in 
walnut grain finish cabinet 163 in. 
high, 16 in. wide, 104 in. deep; plugs 
into any outlet; no water or drain 
connections — reservoir filled from 
convenient end gate; signal light 
shows when in operation; replaceable 
filter mats; quiet. Non-radio inter- 
fering. 

Prices: $49.50 a.c.; $65.50 d.c.—Elec- 
trical Merchandising, December, 1941. 


DECEMBER, 1941—ELECTRICAL MERCHANDISING 


nor 
= PSs — — 
—_ 
whett 
/ of 
4 
\\ \ | ER 
Report That Brigas & stratto® Tods 
72 Motors Deliver unprecedented 
Pperformanc® Under All Conditions — 
Service men who really know what happens power ir 
- | equipment on the job” report that Brggss & Stratton oO 
; motors are “ops” in motor performance- They have 
| proven omselves unusually economical under alloperat- 
ing conditions perform year after yea" with litele of 
<n no maincenance expense— are enthusiastically endorsed 
by owners and users alike - - This is anothet reason 
a why Brigg® ag Stratton air-cooled motors are the choice 
4 of hundreds of manufacturers of machines, tools and a. 
7 appliances using gasoline powet from 2/, to 6 HP. = — 
priGGS & STRATTON corP. Milwaukee, Wis., u.s.A- 
= | 
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1 KNOW YOUR STREAMLINING —Show how it makes 
for convenience. Modern design is a strong sales point .. . 
tton whether it’s on a locomotive, automobile or refrigerator. 


4 DRAMATIZE THOSE CUBIC INCHES—Show how smaller 
units take care of more food through better arrangement. 
Today's practical housewife will listen. 


7 PLAY UP THE SAFE REFRIGERANT— Show how it has 
proved safe and efficient while protecting food in thousands 
of homes. It pays to answer these questions before asked. 


HOW TO SELL REFRIGERATORS ...WITH 9 MOVING SCENES AND A STRONG FINISH! 


2 BE AN AUTHORITY ON OPERATING COSTS—Show 
how operating costs become operating profits. Figure it 
out in dollars and cents. Then your sales talk will click. 


5 DEMONSTRATE THOSE TRAYS AND LATCHES—Show 
how an ingenious door latch or ice-cube remover saves time 
and trouble. Every woman likes gadgets that help her. 


8s GO INTO THOSE FOOD STORAGE ZONES—Show 
how different zones for each food keep things tastier, 
save losses. Give exact temperatures and humidities. 


3 KEEP UP WITH MOTOR RATINGS—Show how modern 
motors use less power and do a better job at lower cost. 
This helps get those replacement sales. 


6 EXPLAIN ABOUT INSULATION—Show how this hidden 
feature keeps cold in... protects food BETTER. Promise 
less food spoilage and you're on your way to a sale. 


9 KNOW YOUR HEALTH NEWS—News stories stress our 
vital need for food preservation and conservation. Clip 
these stories and use them to sell modern refrigeration. 


L_ Qu extemion_| EXTERIOR 
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10... AND FINISH 


“This puLux Label? Why, it’s your guarantee of a 
finish that starts white and stays white. The ma- 
jority of the refrigerators of all makes today are 
finished with putux. It’s made by Du Pont.” 


When you know your bDULUX story, you 
can talk the housewife’s language. She wants 
to hear about all the putux features...the long 
life and lasting whiteness...the ease of clean- 
ing...the resistance to chipping, cracking, 
food and grease stains. 


Of course, her eyes will brighten at these 
work-saving features. That’s why Dutux is so 


1941 


WITH THE FINISH! 


popular. That's why it helps you get that sig- 
nature on the famous dotted line. 

So talk about putux early and often...to 
every prospect. Successful salesmen will tell 
you it pays! E. 1. du Pont de Nemours & Co. 
(Inc.), Finishes Div., Wilmington, Delaware. 


FREE! poster FOR YOUR BULLETIN BOARD... Post a 
free reprint of this advertisement where your sales- 
men can see it. Also other helpful sales material. 
Write today: DuPont, Room 7 154-D, Du Pont Bldg., 
Wilmington, Delaware. 

LISTEN TQ “CAVALCADE OF AMERICA,” EVERY MONDAY 
EVENING OVER COAST-TO-COAST NBC RED NETWORK 
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NEW MERCHANDISE 


Hand Cleaner 


Premier Div. Electric Vacuum Cleaner Co., 
c., Cleveland, O. 


Device: Model 52 hand cleaner with 
plastic nozzle 

Selling Features Lighter in weight 
than the “pre-plastic construction” 
gray finish with maroon crinkle- 
finished motor housing; full ball 
bearing, 175 watt motor that requires 
no oiling; ball-bearing, motor-driven 
brush; specially-woven sateen dust 
bag with trap in throat that prevents 
dirt from spilling on floor when re 
moved for emptying.—Electrical 
Merchandising, December, 1941. 


CHROMALOX 


Hot Plates 


Edwin L. Wiegand Co., 7500 Thomas Bivd., 
Pittsburgh, Pa. 

Models Type SHB and THB “short- 
order” hotplates 

Selling Features Equipped with 
Chromalox Heatflo units of special 
alloy casting with nickel chromium 
coils embedded in refractory in chan- 
nels under side of plate; frame of 
heavy, serviceable cast iron with 
white porcelain finish; 1200 or 2000 
watt units in single (SHB) or 
double (THB) frame with switch 
for 3-heats, 5 or 230 volts.—Electri- 
cal Merchandising, December, 1941. 


CROSLEY Refrigerators 
The Crosley Corp., Cincinnati, O. 


Models One 6-ft. model, four 7-ft 


ind two 9-ft. models 

Selling Features All models feature 
the patented ( rosley Shelvador ; wide, 
Stainless steel trim surrounds entire 
tood compartment ; plate - glass 
shelves; provide visibility of food 
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Selling Features: 


stored on all shelves; in certain 
models shelves may be lifted out to 
provide extra room for bulky foods ; 
Moist-Kold compartments in 2 models, 
DM 742 7 ft. and DM 942 9 ft.; 
special coils provide necessary tem- 
peratures for these compartments and 
the Crosley “Ventilair” controls de- 
gree of moisture for different con- 
ditions of food storage. Giant porce- 
lain meat chests in models DM-942, 
SE-942, DM-742 and SE-742 store 
from 10 to 14 lb. meat; glass meat 
chest in model S-742. Sealed crispers 
drawers in models S-742, DM-742, 
SE-942 and DM-942. SE-742 has 
twin crispers. 


New and larger Storabin provides 
non-refrigerated space in SE-742, 
SE-942, DM-742 and DM-942. 

\ frozen food compartment in each 
new model; Electrosaver sealed unit; 
quick-release ice trays; Super Shelva- 
dor contains individual egg-nests for 
32 eggs in non-rolling break-proof 
eggshelves ; shelf-bottoms removable 
for easy cleaning; bottle shelf holds 9 
standard 12 oz. bottles; dairy shelf 
provides room for small jars, tins, 
mayonnaise butter within easy reach; 
“Positive Seal” door latch and white 
plastic and chromium door handle 
with stainless steel plate—Electrical 
Merchandising, December, 1941. 


EDWARDS Door Chime 
Edwards & Co., Norwalk, Conn. 


Device: Edwards Chapel Chime gift 


package and display to meet holiday 
season demands. 

Royal blue box con- 
taining new Chapel door chime de- 
signed by Lurelle Guild of Sulvite, 
and a mechanically operated counter 
display—real chime is mounted on dis- 
play board so customer can push 
button and hear chime. 


Prices: Chapel model $4.95.—Electri- 


cal Merchandising, December, 1941. 


Your Distributor 
CAN DELIVER 1942 


DUAL-TEMPS 


ight Now! 


North East 


NEWARK, N. J. 
E. B. LATHAM & CO. 
1010 Broad Street 
WHITE PLAINS, WN. Y. 
BEHRER-NASON CO., INC. 
Westchester Avenue 
KINGSTON, NEW YORK 
CANFIELD SUPPLY CO. 
16 Strand Street 
HARTFORD, CONN. 
WOOD, ALEXANDER & CO. 


555 Asylum Street 

BALTIMORE, MD 
BALTIMORE GAS LIGHT co. 
111 East Lombard St. 


BURLINGTON, VT. 
HAGAR HARDWARE & 
PAINT CO. 

164 St. Paul Street 
also 98 Church Street 
BUFFALO, NEW YORK 

BUFFALO NIPPLE & 
MACHINE CO. 
335 Glenwood Avenue 

SYRACUSE, NEW YORK 
CITY ELECTRIC CO. 

514 West Genesee St. 

PITTSBURGH, PA. 

4. A. WILLIAMS co. 

401-23 Amberson Avenue 
PA. 

R. B. WALL CO. 

56 E. Union Street 

PORTLAND, MAINE 
COFFIN & WIMPLE, INC. 
48 E Street 

BOSTON, MASS. 
ELECTRIC CO. 
287 Columbus Avenue 

TROY, NEW YORK 
H. A. McRAE & CO., INC. 
137 River Street 

UTICA, NEW YORK 
MILLER ELECTRIC Co. 

11 Hopper Street 
CHARLESTON, W. VA. 
R. H. KYLE & COMPANY 
Box 846 (Send Telegrams 

to: 1354 Hansford St.) 

LEWISTON, MAINE 
LEWISTON MAYTAG CO. 
157 Lisbon Street 

PROVIDENCE, R. I. 
TRACY & COMPANY, INC. 
89 Broadway 

NEW YORK, N. Y. 
COLEN-GRUHN CO., INC. 
387 Fourth Avenue 

ELMIRA, NEW YORK 
BRADY ELECTRIC, INC. 
255-259 State Street 

PHILADELPHIA, PA. 
DISTRIB- 
UTORS. 

234 N. eth Street 


South East 


BLUEFIELD, W. VA. 
BLUEFIELD HARDWARE CO. 
400 Bluefield Avenue 

RICHMOND, VA. 

A. R. TILLER, INC. 
1800 West Broad Street 

RALEIGH, N. C. 
BLACKWOODS, INC. 

ARLOTTE, N. C. 
SHAW DISTRIBUTING co. 
205 West First Street 

ATLANTA, GEORGIA 
PEASLEE-GAULBERT CORP. 
434 Marietta Street 

MIAMI, FLORIDA 
PEASL EE-GAULBERT CORP. 
142 N. E. 11th Street 

TAMPA, FLORIDA 
PEASLEE-GAULBERT CORP. 
603 Ashley Street 

JACKSONVILLE, FLA. 
PEASLEE-GAULBERT CORP. 
2401 Main Street 


WASHINGTON, D. C. 
WESTINGHOUSE ELECTRIC 
SUPPLY CO. 

1216 K Street N. W. 


East No. Central 


COLUMBUS, OHIO 
THE KANE COMPANY 
96 Maple Street 

CLEVELAND, OHIO 
THE KANE COMPANY 
2621 E. Ninth Street 

DAYTON, OHIO 
= KANE COMPANY 

21 East First Street 

TOLEDO, OHIO 
THE KANE COMPANY 
1249 Dorr Street 

CHICAGO, ILLINOIS 
STEWART-WARNER DIS- 
TRIBUTORS 
2438 8S. Michigan Ave. 

INDIANAPOLIS, IND. 
GRIFFITH DISTRIBUTING 
corP 


204 S. Pennsylvania Ave. 


ROCKFORD, 
NCE MERCHAN 


201 E. State Street 

Louis, 
ROWN SUPPL 

Pine — 
GRAND RAPIDS, MICH. 

MORLEY BROS. 

25 Ottawa Street, 8. W. 
SAGINAW, MICHIGAN 

MORLEY BROTHERS 
DETROIT, MICHIGAN 

MORLEY BROTHERS 

5943 Second Blvd. 
MILWAUKEE, WIS. 

SHADBOLT & BOYD CO. 

413 N. Second Street 
CINCINNATI, OHIO 

GRIFFITH DIST. CORP. 

2410 Gilbert Avenue 
EVANSVILLE, 

SMALL & SCHELOSKY 


Pa. and Market 


DULUTH 


KELLEY-HOW-THOMSO! 
309 8. Fifth Avenue, W. 


West No. Central 
SIOUX CITY, IOWA 
M. H. KIRSCHBAUM 


527 6th Street 
DUBUQUE, IOWA 
THE HOME SUPPLY Co. 
976 Main Street 
KANSAS CITY, MO. 
STEWART-WARNER CORP. 
2300 McGee Trafficway 
OMAHA, NEBRASKA 
MIDWEST DEXTER CORP. 
1001 Farnum Street 
DES MOINES, IOWA 
LUTHE HARDWARE CO. 
P. O. Box 1397 
ST. PAUL, MINNESOTA 
KELLEY-HOW-THOMSON CO. 
2295 University Ave 
DULUTH, MINNESOTA 
KELLEY-HOW-THOMSON Co. 
309 8. Fifth Avenue, W. 
NORTH PLATTE, NEB. 
KUNKEL AUTO SUPPLY Co. 
507 N. ng Street 
WICHITA, KANSAS 
THE STEWART-WARNER 
PRODUCTS CO. 
415 E. Second Street 


South Central 


CHATTANOOGA 
TENNESSEE 
ELECTRIC CO. 

18 E. 6th Street 

KNOXVILLE, TENN. 
HOUSE-HASSON HARD- 
WARE CO. 

737 Western Avenue 


LOUISVIL KY. 

PEASLEE-GAULBERT CORP. 
15th & Lytle Streets 

ALA. 
STEWART-WARNER CORP. 
8 South Thirteenth St. 

NASHVILLE, TENN 
KEITH-SIMMONS CO., we. 
Cc St 

NEW O ANS, 

A. BALDWIN SALES INC. 
335 “wrt 

MONR 

MONROE FURNITURE CO, 


125 North Third Street 
MEMPHIS, TENNESSEE 
APPLIANCE SALES CO., INC. 
203 Monroe Street 
JACKSON, MISSISSIPPI 
LAWRENCE-RYAN COMPANY 
216 So. State Street 
LITTLE ROCK, ARK. 
BRANDON COMPA NY 
608 E. Markham Street 
OKLAHOMA CITY, 
LAHOMA 
JENKINS MUSIC CO. 
25 E. Reno Street 
DALLAS, TEXAS 
STEWART-WARNER CORP. 
939 5. Lamar Street 
SAN ANTONIO, TEXAS 
ALEMITE COMPANY oF 
SAN ANTONIO 
729 8. F Ay Street 
BEAUMONT, TEXAS 
THE REED COMPANY 
Main & Fannin Streets 
HOUSTON, TEXAS 
FORSTON DISTRIBUTING CO. 
422 Washington Ave. 
LUBBOCK, TEXAS 
SANDERS RS TIRE COMPANY 
1315 Avenue H 


Mountain 


BILLINGS, MONTANA 
KELLEY-HOW-THOMSON CO. 
2723 Minnesota Avenue 

DENVER, COLORADO 
DAVID C. DODGE, INC. 

1330 ay 

EL PASO, TEXAS 

ca COMPANY OF 


PASO 
315 Yandell Blvd. 
TUCSON, ARIZONA 
ARIZONA APPLIANCE MART 
312 East Congress St. 

NEVADA 
STERLING APPLIANCE CO. 
SALT LAKE CITY, UTAH 

C. M. 1. WHOLESALE 


APPLIANCE 
44 South 2nd Street, West 


West Coast 


FRESNO, CAL. 

B. J. DE JARNATT 

1260 Van Ness Avenue 
LOS ANGELES, CAL. 

H. E. SHERMAN, JR. 

2436 East Sth Street 

TLAND, OREGON 

COMPANY OF THE 

NORTHWEST 

424 14th Ave. 
SPOKANE, WASH. 

ALEMITE COMPANY OF THE 

NORTHWEST 

152 8. Lincoln Street 
SEATTLE, WASH. 

DOMESTIC COMPANY 

509 West Lake Ave., No. 
SAN FRANCISCO, CAL. 

HADICKE-REDD & CO. 

1812 Van Ness Avenue 


Canada 


BELLEVILLE, ONTARIO 
THE BIG “A’’ CO., LTD. 
179 Pinnacle Street 


OR WRITE STEWART-WARNER CORPORATION 
1826 DIVERSEY PARKWAY, CHICAGO, ILLINOIS 
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Electrical Merchandising Review of the Month 


December, 194] 


WINTERS APPOINTED 
DEFENSE COORDINATOR 
FOR WASHER INDUSTRY 


CHICAGO—Wilbur H. Winters, vice- 
president of the American Brake Shoe 
and Foundry Company, New York City, 
has been engaged by the prime contrac- 
tors to serve as general coordinator in 
the handling of the $12,000,000 order for 
anti-aircraft gun mounts recently granted 
to the household washer-ironer industry. 
The prime contractors are the Nineteen 
Hundred Corporation, St. Joseph, Mich. ; 
Apex Electrical Manufacturing Company, 
Cleveland, O., and the Easy Washing 
Machine Corporation, Syracuse, N. Y. 


Announcement at Meeting 


Announcement of Mr. Winters’ ap- 
pointment was made at a meeting in 
Chicago of the American Washer and 
Ironer Manufacturers’ association, at- 
tended by seventy representatives of the 
industry and conducted by W. Neal 
Gallagher, president of the organization 
and head of the Automatic Washer Com- 
pany, Newton, Iowa. 

Production of the gun mounts by the 
three prime contractors and by the re- 
mainder of the companies in the industry 
acting as sub-contractors will involve the 
manufacturing of 500 parts and the use of 
2,500 special gauges. 

“Granting of the job to the washer- 
ironer industry following our certification 
by OPM for special consideration in the 
awarding of defense contracts because 
of priorities unemployment is regarded 
both in Washington and by the manufac- 
turers as a ‘guinea pig’ test of our re- 
sources which will determine the national 
government’s course in giving additional 
contracts to our industry, as well as to 
others,” President Gallagher told the 
meeting. 

An entirely new executive production 
organization will be set up within the 
industry for the expeditious handling of 
the contract, with its members drafted 
from the staffs of the various prime and 
sub-contractors. This will include pur- 
chasing and planning, sub- -contracting and 
accounting, tool and operation and in- 
spection divisions, with Mr. Winters 
presiding over them as coordinator. 


Missouri Vetoes Industrial 
Selling Bill 


Governor Forrest Donnell of Missouri 
as vetoed House Bill 247, which would 
have stopped business firms from buying 
at discount, for their employees, products 
not handled in the firm’s regular course 
of business. The law passed the senate 
26 to 1, and in the house 87 to 22. Gov- 
ernor Donnell’s reason for veto he said 
was that it conflicts with the state 
statutes. 
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Co-ordinator 


First general co-ordinator in civilian de- 
fense work, Wilbur H. Winters has re- 
signed the vice-presidency of the Amer- 
ican Brake Shoe and Foundry Company, 
New York City, to direct the American 
Washer and lroner Manufacturers’ As- 
sociation handling of a War Department 
$12,000,000 order for anti-aircraft gun 
mounts. 


Conlon Ad Head Dies 


CHICAGO — George H. E. H. 
(“Harry”) Hawkins, advertising man- 
ager for the Conlon Corporation, died 
suddenly October 23. Born in 1872, he 
was a veteran in the business, had been 
with Fairbanks-Morse and had a finger 
in the creation of the “Gold Dust Twins” 
advertising and the Audit Bureau of Cir- 
culations. No successor to him has been 
named, Tom Conlon says. 


League Men Discuss Defense 
Problems at Washington Convention 
Carl Christine of St. Louis New IAEL President 


WASHINGTON, D. C.—The present 
defense effort, the problems created by 
priorities in the electrical field, and the 
future promotional plans of the industry’s 
electrical associations were subjects high- 
lighted during the Sixth Annual Confer- 
ence of the International Association of 
Electrical Leagues, held Nov. 12-14 at 
the Raleigh Hotel in Washington, D. C. 

Delegates to the convention were for- 
mally welcomed by J. S. Bartlett, manag- 
ing director of the Electric Institute, 
Washington, D. C., and president of the 
IAEL. Mr. Bartlett introduced A. G. 
Neal, president of Potomac Electric 
Power Company, who paid tribute to the 
work the leagues are doing throughout the 
country and reminded the convention 
that “we have got to keep our products i in 
the minds of those we are serving.’ 

During the business session following 
the regular meeting, Carl H. Christine, 
secretary-manager of the St. Louis Elec- 
trical Board of Trade, was elected presi- 
dent of IAEL for 1942. Other officers 
elected were John A. Morrison, vice- 
president (Electrical Association of Phila- 
delphia) ; W. A. Ritt, treasurer (North 
Central ‘Associated Electrical Industries, 
Minneapolis); and O. C. Small of the 
NEMA staff, secretary. 

The new Board of Governors will com- 
prise G. W. Austin, Toronto, Can.; C. H. 
Christine, St. Louis; A. A. Gray, Chi- 
cago; V. W. Hartley, Los Angeles, Cal. ; 
J. A. Morrison, Philadelphia, Pa. ; Ralph 


Omar (Mort Farr) the Tentmaker 
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When Mort F. Farr, enterprising dealer of Upper Darby, Pa., was waiting for 
the completion of the new building which would house his growing appliance 


business, he didn't stop merchandising for a minute. 


He housed his business 


under open air.tents, wrapped the appliances in cellophane, and proceeded to 


do business. 


Why not stay in the old quarters? A lease had been signed for 
the new building and Farr had agreed to vacate the old store. 
got in the way of the delivery of materials for the new quarters. 


But defense 
Thus the tent 


which has done a land-office business and provided the resourceful Mr. Farr 
with oodles of front-page publicity. 


1941 


Neumuller, New York; J. E. North, 
Cleveland, O.; W. A. Ritt, Minneapolis ; 
G. W. Weston, Kansas City. J. S. Bart- 
lett, the retiring president, will act as an 
advisory member. 

Keynote address at the convention was 
delivered by Arthur Hirose, director of 
Promotion and Market Research for 
McCall’s Magazine. Mr. Hirose pre- 
dicted that 1942 may well be a “Buyer’s 
Market” and that the electrical industry 
will have to gear itself to compete with 
the offerings of other industries. During 
the present emergency, he said, it is the 
obligation of the electrical industry to 
keep its goods and services constantly 
before the minds of the public. 

Other addresses, geared to the present 
defense times, stressed a number of di- 
verse subjects : cooperative appliance ad- 
vertising by E. P. Zachman of Cincin- 
nati; the slowing up of appliance sales 
due to credit restrictions, by G. W. Wes- 
ton of Kansas City; an analysis of low- 
income markets, by Ralph Jones of 
Cleveland; the adjustment of Canada’s 
electrical industry to war-time conditions, 
by G. W. Austin of Toronto; — 
for service and maintenance men, by J. A 
Morrison of Philadelphia; “certified serv- 
ice” plan, by George Siegel of New Or- 
leans; and many others. 

“Adequate Wiring in Low-Cost Home 
Building” was the theme of that part of 
the convention which met to discuss the 
work of the Adequate Wiring Bureau. 
Nema-men Tait, Biggi, Pfaltz and 
Schanuel took part in the discussions. 

Guests, representing Government agen- 
cies concerned with home building, who 
were present at the I[AEL convention 
banquet were: 

Sullivan W. Jones, in charge of housing 
priorities, OPM; F. Stuart Fitzpatrick, 
manager, Construction and Civic Devel- 
opment Department, U. S. Chamber of 
Commerce; H. T. Daugherty, F.H.A.; 
Howard P. Vermilya, F.H.A.; A. e 
Shire, U.S.H.A.; Marvin Raskin, Divi- 
sion of Defense Housing Coordination, 
O.E.M.; V. C. Kylberg, OPM. 


Airtemp Institute Trains Salesmén 


DAYTON, OHIO—D. W. Russell, sales- 
minded president of the Airtemp Division, 
Chrysler Corporation, is a firm believer 
in a highly trained retail sales force. To 
this end, he has established the Chrysler 
Airtemp Air-Conditioning Institute at the 
factory, offering all Airtemp salesmen a 
complete correspondence sales course in 
air conditioning, both “cooling” and “heat- 
ing. 
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DENVER FOREGOES 
CHRISTMAS SHOW 
Other RMEL Towns to Carry On, 


Though 
DENVER—Denver’s annual pre-Christ 
mas electrical exposition, this year, wi 
be conducted through the medium oi 
newsprint, accor ling to an announcement 
by George E. Lewis, manager of the 
Rocky Mountain Electrical League, Nov 
15 Advertising and publicity will be 
used in this region instead of the cus 
tomary visual demonstration of new ele« 
trical refrigerators, washing machines 


food mixers and other equipment as “win 


low dressing” for the sensational stage 
shows formerly provided. Government 
priorities on material essential to the 
manutacture home electrical met 
chandise caused a shortage of inventories 
by distributors ana tere was considerable 
doubt that public demand could be sup 
plied if the 1941 exposition should develop 
so lively a market as was created in pre 
vious years. W mut relinquishing this 
market—which s been built up as a 
Christmas mo League executives 
hope to hold it, without increasing it to a 
point where a “famine” in electrical goods 
would be ne apparent 

Although Denver will not stage the 
annual event in customary style, other 
League chapters will do so The Sterl- 
ing, hapter, RMEL’s “baby” unit, 


Colo 
will borrow the 
equipment tre 


celebrated “Black Light” 
Le headquarters and 
stage a big electrical me rchandising show 
November 26 Casper, Wyoming, 
Don Germond, secretary, is having its 
regular pre-Christmas exposition Dec. 
4-5 and 6. Other RMEL groups are 
expected to carry on as usual. 
The Denver RMEL plans to use its 
resources and personnel to promote on an 
even grander scale the Christmas light- 
ing activity whic ompasses six Moun- 
tain in part. The mer- 
n is to be handled in- 
cidental to this big promotional operation 


nver 


and 


h en 
states, wholly or 


chandising campaig 


with slogans: “Give Something Electrical 
for Christmas”; and “Light Up for 
Christmas; no Blackout for America.” 


Ihe themes will be patriotic and national 


defense Military authorities of the 
region are cooperating with city and state 
authorities, and RMEL, to develop an 
electrical Yule spirit. A squadron of ele 
trically illuminated war planes, flying 


in formation over Denver, are part of the 


projected program 
On November 17, RMEL celebrated a 
notable occasion in Denver at a luncheon 


meeting where it was announced that, 


outlet in the city is a League member. 
This astonishing record was made pos- 


Some Plain and Fancy Electric Cooking at Women's Exposition 


They had a unique cooking contest at the |8th annual 
Women's National Exposition in New York City recently, 
and Mrs. John Gaynor of Plainfield, N. J., ran away with 
first prize (a G-E refrigerator). Mrs. Gaynor had to 
imagine she was the mother of two children who is ad- 
vised at the last moment that her husband is bringing 
three guests to dinner. The meal had to be prepared, 
publicly, from an “emergency shelf". 


G. VW. Onthank Forms New 
Company 


DES MOINES, IA.—G. W. Onthank, 
who for the past ten years has been 
treasurer and assistant general manager 
of the Schneiderhahn Company, 
Des Moines, Iowa, has resigned from 
that company and organized a new cor- 
poration to be known as the G. W. 
Onthank Company. 


with one exception, every major electrical 


sible by a drive under the slogan: “No 
more Free Riders,’ with Herb Names, 
Denver electrical appliance dealer, as 
chairman of the membership committee. 


CORRECTION 


In the October issue, it was stated that Mr. Onthank will head up the new 
Northeastern Radio, Inc., 588 Common- | corporation as president and general 
wealth Ave., Boston, Mass., had been | manager. 
appointed Magic-Aire vacuum cleaner The new: company’s headquarters will 
distributors for western Massachusetts. | be at 11th and Cherry streets, Des 


‘his should have read 
chusetts.” 


“Eastern Massa- Moines, Iowa when their new building is 


completed approximately November 15th. 


At the same Exposition, Mrs. Olga Gentil of “France For- 
ever" was busy preparing "Coq au Vin" on the electric 
range, when Miss Edwina Nolan, G-E home service director, 
popped in to introduce Bao Lum Lee and Calvin Lee, sons 
of Mrs. George Lee of a famous Chinatown restaurant. 
Miss Nolan was in charge of the kitchen demonstrations and 
was assisted by Mrs. Adelaide Fellows, Miss Louise Leslie, 
Miss Marie McGovern and Mrs. Corinne Robinson. 


A Davenport branch warehouse will be 
maintained for the convenience and serv- 
icing of dealers in eastern Iowa and 
western Illinois. They will distribute 
major appliances in Iowa and Illinois. 


Hygrade Account Goes to Kudner 


SALEM, MASS. — Hygrade - Sylvania 
Corporation, manufacturers of radio 
tubes and incandescent and fluorescent 
lamps and fixtures, have appointed Ar- 
thur Kudner, Inc. as advertising counsel, 
it was announced recently by Paul S 
Ellison, director of advertising and sales 
promotion. The appointment is effective 
December 1. 


This is the way we wash our clothes explains 
T. |. Perrotti to Miss C. R. Nicholson, sales rep- 
resentative, in Easy Washing Machine Corpo- 
"Double 
Money Back", which six road companies are 
now presenting to appliance dealers. 


ration's sales training play, 
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Role call of the original cast of Easy's sales training play, "Double 

Your Money Back" brings before the camera G. R. Jordon, district 

sales manager, Worcester, Mass.; G. J. Fitzgerald, divisional manager 

of Easy's New York-New England territory, Miss C. R. Nicholson and 

T. |. Perrotti, special factory representatives. Attendance at perform- 
ances has reached 300. 


Your 


DECEMBER, 


PLAYLET HELPS TRAIN 
EASY SALESMEN 


SYRACUSE, N, Y.—Six road com- 
panies are now playing one-night 
stands to capacity houses of appliance 
salesmen from coast-to-coast, through 
out Easy Washing Machine Corpora 
tion’s 15 sales divisions, in a two-act 
playlet, “Double Your Money Back”, 
(Or How To Sell Easy Spindriers). 
The demonstration, in one easy lesson 
in two acts, has met with enthusiastic 
response from the 2500 dealers and 
their salesmen who have witnessed the 
performance, according to W. Homer 
Reeve, sales manager for the Syracuse 
company. 

Designed as a continuation of Easy’s 
general sales training factory campaign 
and of the new factory program to re- 
lieve Easy dealers’ problems created 
by the defense program, Easy’s new 
“painless” method of instructing deal- 
ers how to sell high-unit merchandis¢ 
has proved outstandingly successful in 
those cities in which it has been tested 

The cast of each company is cor 
posed of four players—a_ divisional 
sales manager, two district sales ma! 
agers and an Easy demonstrator, wl 
takes the feminine role. Attendan 
at the individual performances has 
ranged from 50 to 300 persons. 
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A Beautiful NEW 
Eureka DELUXE! 


Yes, for sheer shocking power, last month’s announcement of 
a completely new Eureka was unequalled. The headlines 
were dominated by priorities, curtailments and shortages, 
yet, here was one “on-its-toes” organization with the ability 
and fortitude to introduce a brand-new product. Not a 
revamped old model, mind you, but a revolutionary new idea 
in vacuum cleaners, the bare facts about which made exciting 
reading and potent selling. 

This month the same organization has another “shocker” 

. another sensational announcement. Foresighted dealers 
will read into it facts of consuming significance to them. 


* 


COMPLETELY 
NEW 


LAST 
MONTH'S 


| | 


THE 
DELUXE 


TANK! 


IMMEDIATE 
DELIVERY 


ill be 
sery- 
and 
‘ibute 
iS. 


7 For the First Time A Tool 


FAMOUS FOR EVERY CLEANING NEED! 
QUALITY 


Ar- This complete 11-piece set of efficient, easy-to-use 
insel, IN A COM PLETELY NEW TANK-TYPE CLEANER cleaning equipment is part and parcel of the spar- 
kling new Eureka DeLuxe Tank. Included is... the 
sales You're looking at the first tank cleaner to be offered the American public new design Rug-Glide Nozzle, the Long Brush, the 
ctive bearing this famous name . . . and we're mighty proud to have it there. : : 

Dusting Brush, the Upholstery Tool, the Crevice 
Eureka has built more straight-suction cleaners than any other manu- Tool, the Waxi al ds tale. d 
facturer. And back of this brilliant new DeLuxe cleaner is all the experi- 
ence gained in this 3l-year leadership in power-suction cleaning. The effective Sanitor de-mother, together with two 
same top quality and precision workmanship that is a Eureka tradition. Extension Tubes and an 8-foot, cloth-covered, rein- 
Styled by George Walker, famed designer, it is functional beauty forced rubber hose. Complete equipment for floor- 
personified. And even a quick inspection discloses revolutionary new to-ceiling cleaning. 
developments that signal a new importance for this type of equipment 
and a clear cut advantage over existing competition. 
amie Most significant of all, in view of present day trends, is the PRICE... Eureka’s all-pur- ~~. - e—_- 
‘ight which is tailored to Mr. and Mrs. America’s budget-conscious pocketbook. pose eee toate 
ance No overnight emergency decision was the development of this new pol ary hE Soret 
ugh- kind of Eureka. Rather it came as the result of the growing demand for Toot seorene kit 
ora improvements in flexible, all-purpose cleaning equipment. 
act Eureka has answered that demand with an amazing new cleaner that oa ey ed 
ck”, does more things better, quicker and easier. Get the facts early . . . to 
sson visible and quickly 
astic Eureka Dealers Are SET! 
— Come what may, Eureka dealers are in a position to make the most of ine space and time 

existing opportunities. With two completely new vacuum cleaners burst- 
a ing with sales appeal in the form of breath-taking beauty, exciting new heusnieteant eects. 
insets features, unmatched performance and low prices . . . their spot in the sun Seager have al- 

; is sealed. To good dealers everywhere we suggest a careful consideration apf ree 
= he f these facts. Write or wire for full details, today! liti 
these y- qualities. 
Bis 
ated 
new 
lea = 
VACUUM CLEANER CO 
DEFENSE— CO. 
te 
ol The manufacture of precision parts 
yn vital to National Defense is an in- 6060 HAMILTON AVE % 

creasingly important Eureka func- 
1a! tion. This responsibility will al- af 
wl ways have priority over all of our 
in other activities. We are proud to do j 
has our share and more if necessary! . i 
NG 
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Don't miss WHITE 

at the Housewares and Major 

Appliance Exhibit, Palmer House 
Chicago, Jan. 4th to 9th 


To dealers who are adjusting 
themselves to defense conditions! 


Products you add to present lines should meet two require- 
ments: First, they should be important to national economy. 
Second, they should provide a good market and large unit 
sale—so that even should volume be restricted the total 
would be an effective “‘cushion.” 


How Sewing Machines Qualify 


Sewing machines are the ‘machine tool'’ of the home. 
Properly used, they save material and labor needed for 
defense. 


They secure for owners one of life's 3 essentials—cloth- 
ing. They are, therefore, an economic asset to the nation. 


A survey of the local situation will show that you can 
expect a generous share of the market. Unit sales rank 
sewing machines as major appliances. 


WHITE offers both favorable discounts and the only 
nationally advertised line available to you. 

Opportunity for Better Dealers 
Like yourself, we are looking to the future. There is room 
for sound, progressive dealers in the WHITE organization. 
If you qualify, your WHITE distributor has an unusual 
proposition for you. Write us for his name—today! 


WHITE SEWING MACHINE COMPANY 
Factory and General Offices — Cleveland, Ohio; Pacific Coast Offices— 
Western Merchandise Mart, San Francisco; In Canada—Toronto, Ontario. 

Distributors in principal cities. 
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New Positions of the Month 


Westinghouse 
Jesse H. Lide has been appointed as- 
sistant general advertising manager of 


the Westinghouse Electric and Manufac- 
turing Company, G. E. Pendray, assistant 
to the president, announced. His head- 
quarters will be in the company’s Pitts- 
burgh office. 

Since September 1940, Mr. Lide has 
been assistant advertising manager of the 
Westinghouse merchandising division in 


JESSE H. LIDE 


Mansfield, Ohio. He went to that posi- 
tion in 1940 from Philadelphia, where he 
was merchandise sales promotion man- 
ager of the Middle Atlantic District. 

Born in Corinth, Miss., on September 
27, 1902, Mr. Lide attended Mississippi 
State College. He joined Westinghouse 
in 1924 following his graduation. After 
a year in the company’s publicity depart- 
ment in East Pittsburgh, Mr. Lide joined 
the advertising section in Mansfield. He 
entered the company’s sales promotion 
department in 1926 in the Atlanta, Ga., 
office. 

Mr. Lide left the company in 1929 to 
become advertising manager of the Rome 
Wire Company, in Rome, New York, and 
later general advertising manager of the 
General Cable Corporation. He rejoined 
Westinghouse in 1931. 


G. E. Mazda Photolamps 


O. H. Young, who has been in charge 
of trade promotion for G-E Lamp De- 
partment at Nela Park, Cleveland, has 
just been advanced to head up a newly 
formed Photolamp Sales Department. As 
manager of this new Nela Park division, 
Mr. Young will be responsible for the 
promotion of G-E Mazda Photolamp sales 
throughout the country and for the estab- 
lishment of new sales policies designed 
to simplify present rules governing whole- 
—— retail photolamp relations with 
G. E. 


0. H. YOUNG 


DECEMBER, 


Hotpoint 


G. H. “Rock” Smith has been appointed 
general sales manager of the Hotpoin: 
Company (Edison G. E. Appliance Com 
pany, Inc.) of Chicago, according t) a 
announcement by R. W. Turnbull, execy 
tive vice-president. Mr. Smith has be 
Hotpoint general merchandising manager 
for the past two years. As general sales 
manager, he will direct all Hotpoint sales 
and merchandising activities, covering 


G. H. SMITH 


electric ranges, refrigerators, water heat 
ers, home laundry equipment, kitchen 
sanitation equipment, and steel kitche: 
cabinets, as well as commercial electri 
cooking equipment. 

During 16 years’ rapid progress in the 
electric appliance business, Mr. Smith has 
become well known to appliance dealers, 
distributors, and utility people all over 
the country for his dynamic sales presen- 
tations and merchandising ideas. 

In 1925, while attending Michigan State 
College, Mr. Smith began his career, sell- 
ing vacuum cleaners at retail. At the 
same time, his prowess on the football 
field brought him the nickname of “Rock” 
Smith, by which he is generally known 
throughout the industry. 


Joined Hurley Machine 


After leaving Michigan State, he joined 
the Hurley Machine Company, and soon 
was offered the position of sales manager 
by the C. J. Litscher Electric Company, 
Grand Rapids, Michigan, the major Hur- 
ley distributor in that territory. His early 
experience also included positions with 
Caswell, Inc., specialty appliance distri- 
butors of Detroit, and Clark-Adams, Inc., 
Atlantic City, New Jersey. On July 1, 
1933, Mr. Smith became laundry equip- 
ment specialist for Detroit for the General 
Electric Company. Soon afterward he 
became assistant manager, General Elec- 
tric Heating Device Section, Bridgeport, 
Connecticut, then manager of the Sun 
Lamp section. Later, he became Detroit 
District appliance sales manager, General 
Electric Supply Corporation. 

Mr. Smith joined the Hotpoint organ- 
ization on November 1, 1936, as manager 
of the Hotpoint Home Laundry Sales 
Division. In 1937 he became manager 
of the Hotpoint Refrigerator Sales Divi- 
sion, and was made general merchandis 
ing manager of all five Hotpoint home 
appliance lines in the fall of 1939. 


Graybar 


On November 10, L. O. Fryer will tak: 
up his new duties as assistant manage! 
of the Dallas office of the Graybar Ele 
tric Company. Operations of five branches 
located at Houston, San Antonio, Fi 
Worth, Beaumont, and New Orleans « « 
directed from the Dallas main office. 
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General Electric Home Bureau 


illiam E. Sawyer has been named to 
take charge of advertising, promotion, 
and related activities of the General Elec- 
tric Home Bureau, Bridgeport, Conn., it 
was announced recently by C. W. Stuart, 
manager of the Home Bureau. Sawyer, 

inter 

tpon 

Com 

exten 

hee 

nager 

sales 

sale 

Verin 


W. E. SAWYER 


who has been associated with the adver- 
tising activities of the G-E appliance and 
merchandise department for several years, 
takes over duties formerly performed by 
F. A. Parnell and Paul E. Whitney, 
resigned. 


G-E Advertising 


H. E. Merrill has relinquished his duties 
as advertising manager of the Generai 
Electric construction materials division, 
sridgeport, Conn., and has been appointed 
to the new post of product promotion 
manager where he will have the immedi- 
heat- @ ate responsibility for the sales develop- 
itchen ment of fluorescent devices for both the 
itchen M accessory equipment and the wiring de- 
ectric @ vices sales sections, it has been announced 

by T. D. Foster, manager of accessory 
n the @ equipment sales. 
h has 
alers, 
over 
esen- 


State 
sell- 
t the 
otball 
tock” 


nown 


oined 
soon 
lager 
pany, 
Hur- 
early 
with 
istri- 
Inc., The change has brought about the ap- 
ly 1, @ pointment of Andrew Doremus as con- 
quip- struction materials advertising manager 
neral by J. H. Crawford, manager of the Con- 
d he @ struction Materials Division with the 
Elec- approval of Boyd W. Bullock, general 
port, advertising manager for the G-E appli- 
Sun ance and merchandise department. Dore- 
~_— mus was formerly assistant to Merrill. 
nera 
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OPS 


@ For electric ranges, toasters or 
heating-pads; for mild or hard service, 
the durability of Chrome] heating ele- 
ments is outstandingly high, to the 
satisfaction of both yourself and your 
customer. Chromel’s durability is in- 
deed so high that, when the unit at 
last wears out, it serves only to re- 
mind the customer of the fine service 
it has delivered. . . . The scarcity of 


nickel is a problem to us all. We do 


HOSKINS MANUFACTURING COMPANY 


1941 


‘4 
| 
i! 


our best, with our limited supply, 
toward the heating device-makers. 
And please remember that, though 
Chromel be scarce in available quan- 
tity, there is no equivalent substitute 
for this, the original nickel-chromium 


heating element alloy. 


DETROIT, 
MICHIGAN 
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“Air EXPRESS SUPER-SPEED WILL 
HELP KEEP YOUR PROFITS UP!“... 


... Says L. E. Moffatt, Editor of Electrical Merchandising 


Air Express will help, by giving you 
‘fastest’ possible transportation for ap- 
pliances, samples, displays and service 
parts. So when you order, just ask for 
shipment by Air Express for anything 
that’s RUSH. And what isn’t rush these 
days? 


Direct service between over 370 key 
cities at 3 miles a minute. Air-rail con- 
nections to 23,000 off-airline points. Spe- 
cial pick-up and special delivery at no 
extra charge within regular Ramway 
Express vehicle limits in all cities and principal towns. International 
Air Express to and from Canada, Latin America, Bermuda, Alaska, 
Hawaii, Australasia, the Philippines and Far East. Phone Ramway 
Express, Air Express Division. 


CHRISTMAS GIFTS — To add an extra thrill to personal 
I 
gifts, send them swiftly, safely by Arr Express. Special 
\ handling all the way. 


‘FASTEST WAY’ MEANS AIR EXPRESS 


RAILWAY EXPRESS 


Division of 
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Clyde Huston, vice president and general commercial manager of the Southern 


California Edison Company and Leslie A. Hicks, vice president and general man- 


ager of the Hawaiian Electric Company discuss Pacific problems. 


Henry C. Rice, merchandise manager of the Southern California Edison Com- 

pany, E. G. Stahl, commercial manager of the Pacific Gas and Electric Company 

at Fresno, and Stanley W. Carfe of the General Electric Company at Los An- 

geles, listen to H. W. Wright, priorities expert with the Los Angeles Chamber of 

Commerce. (Mr. Wright is the man who is modestly off-stage at the right of the 
picture). 


PCEA HOLDS 
FALL CONCLAVE 


| Emergency Problems Discussed 


| FRESNO, CAL.—Held in Fresno, Cali- 
| fornia on November 6-7, the fall conclave 
of the Pacific Coast Electrical Associa- 
tion brought out one of the largest 
attendances on record. Appliance sessions 
were devoted to a consideration of today’s 
problems, including the ever-present ques- 
tion of whether or not stocks of appli- 
ances are to be available and what shall 
| be done about curtailment. Suggestions 
for keeping retail business on a sound 
basis even under changes, the possible 
substitute of appliances not yet affected 
by priority rulings for those not available 
and the importance of emphasizing the 
service end of the electrical business 
were discussed. It was pointed out that 
whereas hitherto the service department 
has often been operated at a loss or 
without profit in order that it might act 
as a feeder for the sale of new appli- 
ances, it was now going to have to be 
considered on its own merits and must 
carry its separate profit if it is to prove 
attractive to the retailer. 


Lighting Emphasized 


The field of lighting was given con- 
siderable emphasis as being one depart- 
ment not yet greatly affected by war 
conditions. Much attention was devoted 
to the subject of fluorescent lighting. 
| Whether or not ceiling fixtures can again 
| be brought back into the lighting picture 
| by stimulating public interest in fluores- 


cent fixtures for the home, or whether 
emphasis must be placed on floor and 
table lamps was brought up for discus- 
sion. The meeting was presided over by 
President George C. Tenney. The con- 
clave climaxed a succession of fourteen 
local meetings at which industry prob- 
lems had been brought to local groups 
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in various communities of the West by 
a group of officials of the PCEA traveling 
on a one-night stand schedule. A high- 
light of each meeting was a quiz at 
which a forum board, including a promi- 
nent manufacturer, wholesaler, contractor 
and utility representative answered ques- 
tions which had been submitted previ- 
ously by members present. This proved 
a stimulating and interesting variation of 
the program, which called forth so much 
local interest that it will probably becom: 
a regular feature of district meetings in 
the future. 


Wisconsin Appliance Sales 
Way Ahead of 1940 


MILWAUKEE—Always interesting is 
the report of the Wisconsin Power and 
Light Company which gives a composite 
picture of dealer and company sales for 
14 towns. Some idea of how far ahead 
company and dealers are for the first ten 
months of 1941 compared with a similar 
period for 1940 may be gleaned from the 
following tabulation: 


1941 1940 
9,897 6,995 
847 555 
394 305 
Hot plates ....... 
Vacuum cleaners ... «4,780 
co 
Automatic water systems.... 789 597 


Cistern pump and pump jacks 744 450 
Poultry brooders ........... 534 257 
Cream separators .......... 163 8! 
Motors, more than | hp..... 94 120 
Milking machines ........... 1,018 339 
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R. J. Quinn, formerly of Brown-Dorrance, recently taken over by J. A. Williams 
Co., Pittsburgh; Leroy A. Williams, president, J. A. Williams Co. and Bill 
McClellan, sales manager of the Pittsburgh distributorship, look over a 


Stewart- 


Warner refrigerator. 


J. A. Williams Buys Brown- 
Dorrance in Pittsburgh 
PITTSBURGH—The J. A. Williams 


Company, one of the pioneer distributors 
of electrical appliances in Pittsburgh, have 
announced the purchase of the business of 
the Brown-Dorrance Electric Company, 
also one of the pioneer distributors and 
dealers of washing m achines, radios, re- 
frigerators and + in that territory. 

According to Leroy L. Williams, presi- 
dent of the J. A. Williams Company, the 
purchase means the acquisition of the 
former Brown-Dorrance franchises which 
include ABC washers and _ironers, 
Stewart-Warner refrigerators and electric 
ranges, Youngstown Pressed Steel kit- 
chen sinks and wall cabinets, and Uni- 
versal cleaners. 

The Williams Company: have greatly 
expanded their personnel to handle the 
new products acquired in the deal and to 
augment the good will the company have 
earned over the past 42 years. Their dis- 
tribution, prior to this new purchase, in- 
cluded such products as Apex washers, 
ironers and cleaners, Zenith radio, G-E 
table appliances and clocks, Toastmaster 
products and Schick and Remington elec- 
tric razors. Bill McClellan is sales man- 
ager of the J. A. Williams Company. 


Philco Does $19,681,520 in 
Third Quarter 


PHILADELPHIA — Consolidated 
gross sales of Philco Corporation, ex- 
clusive of its Canadian subsidiary. 
amounted to $19,681,520 in the third 
quarter of 1941, as compared with 
$15,417,352 in the corre sponding period 
last year, it was announced today by 
James T. Buckley, president. 

Consolidated earnings of Philco Cor- 
poration, excluding its Canadian sub- 
sidiary, in the third quarter of 1941 
amounted to $733,939, after provision 
of $1,125,000 for federal and state in- 
come taxes and excess profits taxes. 
Earnings after taxes were equivalent 
in the third quarter of 1941 to 534 cents 
per share on each of 1,372,143 shares of 
common stock outstanding, as com- 
pared with 53 cents per share of com- 
mon stock in the same period a year 
ago, if the same number of shares had 
been outstanding. 

For the first nine months of 1941, 
consolidated gross sales of Philco Cor- 
poration, exclusive of its Canadian 
subsidiary, totaled $54,892,800, as 
against $37,433,685 in the same period 
a year ago. Net earnings in the first 
nine months of 1941 totaled $1,653,047. 


G. Fox Goes "All Out’ on F-M 


G. Fox and Co., 


largest department store in Hartford, Conn., took a flyer at 


interesting its radio customers in frequency-modulation, with all stops pulled, 

during one week in October. The results were highly gratifying to all concerned. 

Actual receiver sales developed as a result of the show were not made avail- 

able, but the store placed a large order with G.E. Supply Corporation for radio 

merchandise as a result, and signified its intention of ordering further if the 
merchandise would be available. 
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If it Stays in Service 


HELPS 
DEFENSE 


Listed as Standard 
by Underwriters’ 
Laboratories 


-from all appliances 
Good Housekeeping 

Poot cova Cords that stay in service longer save Copper, 
Rubber, Tin, Cotton, Asbestos, and other 
materials vital to Defense. 

You can get Belden Corditis-free Electrical 
Cords on all types of appliances. Help prolong 
the life of the appliance—save materials — 
assure customer satisfaction—and cut your 
service troubles. Specify Belden Cords on all 


the things electrical that you sell. 


Belden Manufacturing Company 
4663 W. Van Buren St., Chicago, III. 


Replacement or re- 
fund of money guar- 
anteed by 
Housekeeping if de- 
fective or not as 
advertised therein 


Certifie *CORDITIS—a dangerous disease of electrical cords; the 
oe eae symptoms are frayed wire and broken plugs. It causes 
ratories 


severe mental irritation and violent nervous disorders 
among electrical appliance users. 


DEFENSE 
LOOK 


Cords 


CORDITIS-FREE ELECTRICAL CORDS 
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Vennard New M K B 


Chairman 

NEW YORK—Edwin Vennard, vice- 
president of Middle West Service Com- 
pany, Chicago, IIl., will serve as chair- 
man of The Modern Kitchen Bureau for 
1942 

Mr. Vennard will bring to the Bureau 
wide experience and knowledge of utility 
and dealer merchandising practices in 
many areas of the country, which will 


prove valuable in guiding Bureau opera- 
tions during the next year. 


EDWIN VENNARD 


After graduating from Tulane Univer 
sity, Mr Ve nnard spent a year with the 
General Electric Company Testing De- 

artment, and then joined Gulf States 
Utilities Company as power sales engi- 
nee! He later took the Same position 
with Southwestern Gas and Electric 
Company, and operating unit in the 
Middle West System, and was advanced 
to commercial manager in charge of sales 
ind rates, before joining Middle West 
Service Company. His present duties in 
ide sales, rates, advertising, employee 
niormation and customer relations 

Mr. Vennard succeeds W. H. Sammis, 

e president The Commonwealth & 
Southern Corporation, New York City, 
who has served as chairman of The 
Modern Kitchen Bureau since June, 1939. 


Low Price Cooking 
For Defense Housing 


The roaster-hotplate combination seen 
above is being supplied by General 
Electric for low cost defense housing 
jobs only in quantity orders at about 
$35 per unit. Several hundred of these 
units have been bought for the Glenn 
L. Martin airplane people in Baltimore. 
Later, it is anticipated that a 15-gallon 
water heater unit will be made part of 
the combination. Incidentally, this type 
of cooking combination was first popu- 
larized by H. E. Dexter at Central Hud- 
son Gas & Electric in Poughkeepsie. 
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The display above is directed to the student body of the State University of 


LAMP 


lowa and is typical of the activity on IES table study lamps promoted by the 


lowa City Light & Power Company, according to George M. Sheets, sales 
Photos in the window show lowa students using the lamps and were 
taken in cooperation with the University daily. 


supervisor. 


1,000,000 SHIPMENTS 
YEARLY BY AIR EXPRESS 


Growth Is Topic at Air Meeting 
NEW YORK—With 


the theme song 
ot “Aviation Comes of Age”, United Air 
Lines staged, in the Grand Ballroom of 
the Roosevelt Hotel, an outstanding 


presentation of air transportation’s past, 
and future, well as a visualiza- 
of the present-day importance in our 
national scheme of transportation and 
communication. The affair, sponsored by 
the Sales Executives Club in cooperation 


present as 


tion 


with United Air Lines, attracted the 
largest group in the history of the Club 
and the largest luncheon attendance in 
the history of the Hotel Roosevelt, some 
1800 people being present ; 
W. A. Patterson, President of United 
Air Lines, said that air transportation 


has, despite its recent rapid growth, only 
scratched the surface. Mr. Patterson also 
predicted that not only would the person 
who does not travel by air be an ex- 
ception in the next decade, but there will 
be a remarkable expansion of air freight. 
United and other major companies have 
undertaken a survey to determine what 
steps are necessary to expand and de- 
velop air express 

Though Air Express did not make its 
appearance until 1927, its growth has 
closely paralleled that of general aviation 


during the last fourteen years. The 
meagre 5,000 shipments which were 
handled in 1927 have grown to over 
1,000,000 handled during 1940. During 
the ten year period between 1930 and 
1940, Air Express traffic grew from 
11,645 shipments in 1930, to 1,083,016 
shipments in 1940. 370 airport cities are 
now directly served by Air Express via 


18 major air lines, and fast coordinated 
air-rail connections via the Railway Ex- 


press Agency are available to 23,000 
off-air line points. This, in addition to 
the international service which makes Air 


Express available to major cities all over 
the world which, at the present time, are 
not within actual combat zones. Nation- 
wide Air Express scored all time highs 
in gross revenue, shipments and weight 
for the first six months of 1941, over all 
other half year periods in the fourteen 
year history of the service. The rate of 
increase of shipments for this six months 
span was 28%—from 482,619 in 1940, to 
618,989 in 1941. Poundage was up 47% 
from 3,135,658 in 1940, to 4,620,077 in 
1941. Gross revenue, in this same period, 
was 414% higher than in the correspond 
ing period of 1940. National defense 
requirements were in a large part re- 
sponsible for the recent heavy increase 


Paul S. Ellison, director of advertising 
of the Hygrade - Sylvania Corporation, 
has been elected a member of the 
board of directors of the Association 
of National Advertisers at the annual 
fall meeting at Hot Springs, Va. He's 
been active in ANA many years. 


Decision Limits 
Cleaner Re-building 


Premier Wins Test Case 


CLEVELAND—That the long arm 9; 
the manufacturer may reach out to con- 
trol the rebuilding of his equipment ; 
indicated by a decision rendered Sept. 12 
in the United States District Court for 
the Northern District of Ohio, easterp 
division, under Judge Wilkin. 


The case was won by the Electri 
Vacuum Cleaner Company, Ind., oj 
Cleveland (Premier) against John L 


Green and the Green Vacuum Cleaner 
Company, brought January 8, 1940. 

In his decision, Judge Wilkin said, in 
part: “The right of 
patented machine to repair it and 
right to sell it are recognized by law 
But they are limited rights and do not 
permit the rebuilding or reconstructior 
of patented machines or the replacement 
of patented parts without permissior 
from the patentee, nor the rebuilding or 
reconstruction or a patented machine or 
the replacing of a patented part and the 
sale of the same that disregards the 
original maker’s factory marked rights 

‘The court finds that the defendant has 
no right to reconstruct vacuum cleaners 
and sell them equipped with dust bags 
bearing the plaintiff's registered trade- 
mark ‘Premier’ or ‘Premier Duplex’ nor 
with same or coverplates bearing such 
trade-marks. Nor has the defendant the 
right to sell dust bags and name plates 
bearing plaintiff’s registered trade mark 
to others engaged in _ reconstructing 
vacuum cleaners. 

A perpetual injunction against the d 
fendant restrains him from: “From offer 
ing for sale or selling reconditioned ir 


reconstructed vacuum cleaners using the J 


plaintiff's trade-mark Premier and Pr 
mier Duplex or either of them; fron 
offering for sale or selling vacuum cleaner 
parts and specifically dust bags or cover 

plates bearing the printed 
Premier or Premier Duplex for defend 
ant’s advertising purposes without licens: 
from plaintiff.” 


New Manufacturers Representative 
for Southwest 


DALLAS—Of particular interest to the 


trade in the southwest is the announce- 
ment by J. C. 


Street, Dallas. 


235 Washers Sold i 


in 14 City Blocks 


Now comes the Domestic Appliance Co. of Kansas City, Mo. with a claim for 


saturation that will be hard to beat. 


A family affair, consisting of Mrs. Ralph Sarazen, Ruth Sarazen, Ralph Sarazen, 


and Clarence M. Sarazen, 


(above) the firm recently made a check of 14 city 


blocks in a Kansas City residence district and found 235 washing machines in 
use in this area, sold by the firm. The house sells Dexter washers, and reports 
that 98 percent of those sold were twin-tub machines. 
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trademark § 


Merritt, Jr. of a new sales 
agency to be known as the Merritt Com- 
pany with headquarters at 209 W. Suffolk 
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C.P.O. Earle Poorman 


e de. Earle Poorman, who customarily wears 
ofte two hats—one as General Electric dis- 
tric appliance sales manager in New 
g the York and the other in his role as man- 
Pre- J ager of the G-E metropolitan distribut- 
‘rom Wing branch—was wearing a third re- 
— cently, that of a C.P.O. in the U. S. 
sate Coast Guard Reserve. It all happened 
fend. q when the government put out a call for 
cense ll power craft of 40 feet or more in 
length, to relieve regular coast guard 
men and boats assigned to other duties. 
The Poorman boat ‘Sea Legs’ became 
Coast Guard cutter C.G.R. 462. 
tive 
> the § Spring market week for San Fran- 
unce- fkisco has been set for January 26-31, 
sales it the Western Furniture Exchange 
Com- find Merchandise Mart. “Today's 
iffolk Hob” has been chosen as the theme for 
he program meetings which always 
= accompany the display of merchandise. 
Announcement that the activities: of 
- the Bureau of Radio and Electrical 
4s \ppliances of San Diego will not be 
$e urtailed during the present emergency 
“ie beriod but will rather be augmented 
mas been enthusiastically by 
lealers of this southern California 
lefense center. 
* * * 
Greatly increased work for service 
Hmen is the prediction of “Sandy” 
Pratt of the California Refrigerator 


ING 


Company, i in view of the fact that such 
i: large number of refrigerators norm- 
fally discarded will be kept in service 
whis year because the production of 
new refrigerators has been cut. 


* * * 


October was a month of slightly 
ower sales in northern California, as 
teported by various electrical appli- 
ance men. Whether or not it was due 
‘0 a reaction after the increased buy- 
ng prior to the application of the 
excise tax, dealers found themselves at 
‘the beginning of November with a 
arger than usual stock. That threa- 
‘ened shortage is still in the future. 


* * * 


Retail sales for Vallejo, California, 
so-called “home of Mare Island Navy 
Yard”, were reported to be 80 per cent 
1p in September. This community has 
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Western 


NEWS FLASHES 


doubled its population since June, 1940, 
owing to the influx of workers on ship 
building and navy repair projects. 

@ 


Annual convention of the California 
Retail Hardware Association 


is an- 
nounced for February 17-19 at San 
Francisco. “Face the facts in 1942” 


is the slogan for the convention, which 
will be presided over by President 
. Johnson of San Luis Obispo. 
Addresses by government officials and 
nationally prominent leaders in the 
hardware trade are planned for the 
program, which will also include a 
luncheon tendered visiting hardware 
dealers by an San Francisco Pot and 
Kettle Club, of which L. W. Sauer is 
president. 

Featuring “approved” electric water 
heaters, the Bureau of Power and 
Light of Los Angeles suggests replace- 
ment of old heaters with modern elec- 
tric equipment, offering EHFA terms. 
They present a chart which shows a 
65 per cent decrease in electric water 
heating costs since 1931, with an aver- 
age decrease in rates for electric cook- 
ing, water heating and domestic refrig- 
eration of 52 per cent. Reductions now 
pending before the City Council are 
not considered in these figures. 


* * 


Each unit of the 40-acre naval de- 
fense housing project at Long Beach, 
California is provided with a 6.75 cu- 
ft. electric refrigerator. Dependability, 
convenience and cleanliness were de- 
ciding factors in the choice of this 
equipment, according to the manager 
of the project. 


* * * 


The conveniences and comforts sup- 
plied by electricity in the home were 


the subject of thousands of enthusias- 
tic letters which were received by the 
Southern California Edison Company 
in response to its recent contest open 
to consumers, asking for a statement 
on “What I See Behind My Electric 
Bill’. Each person entering the con- 
test received a 100-watt lamp, one hun- 
dred prizes of $5 each being offered 
for the best letters. 


* * * 


Electrical appliances, from electric 
blankets to modern ranges, occupied 
an important place in the 16-page sup- 
plement to the Portland Oregonian, 
used by Meier & Frank of Portland, 
Oregon to advertise their fall Home- 
makers’ Week, celebrated during the 
last days of October. One of the in- 
teresting events announced was coffee- 
making competition to be held in the 
electrical department, with coffee made 
by experienced demonstrators in each 
of the standard types of equipment 
and served to the public, to permit 
them to judge which they liked best. 


Electric roasters were also demon- 
strated. 

* * 
Portland, Oregon recently enjoyed 


a three- day electrical cooking school 
sponsored by the Portland Oregonian 
and presided over by Jessie Marie De- 
Both. Prizes totaling $1,000 in value 
were offered, including a Gibson range 


and refrigerator donated by Cohn 
Bros., an Everhot Electric roaster, by 
the Swartzbaugh Mfg. Co., a Philco 


table model radio by the Powers Fur- 
niture Company, Sunbeam mixmaster 
and coffeemaster by the Chicago Flex- 
ible Shaft Co. and numerous other 
small table appliances. 


x* * * 


P. C. Spowart, sales manager of 
Seattle’s City Light Department is 


Philco Western Division Meets 


Philco distributors representing Southern California, Arizona and West Texas 
met recently at Hotel Huntington in Pasadena, California to confer with Philco 
sales executives. Attending the meeting were representativs from Listenwalter & 
Gough, Los Angeles and Long Beach; San Diego Standard Electric Corporation, 
Electrical Equipment Company of Phoenix, Arizona, and Momsen-Dunnegan-Ryan, 
El Paso, Texas. In the center of the picture are Cliff Bettinger (right) and Phil 
Gough (left). Third from right is Harold Dishon, Philco district representative. 
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Left to right: Ensign R. J. Morard, En- 
sign G. E. Reuter, of the 9th Naval 
District, and Miss Lynn Everett, at the 


National Restaurant Show, observing 
one of the special electric ranges used 
in the galleys of U. S. Navy submarines, 
and exhibited by the Hotpoint-Edison 
Company. Two of these electric ranges 
cook food for the entire crew of a Navy 
submarine. 


quoted in local papers as stating that 
merchandise sales through the city de- 
partment had passed the $700,000 mark 
by the first of October. A $200,000 
additional investment in stock was au- 
thorized by the City Council to take 
care of business for the remaining 
months of the year. The all-electric 
rate, which gives preference to house- 
holders owning both range and water 
heater, is held to be responsible for 
this achievement, an all-time high. 


x* * * 


Five hundred electric ranges and 500 
electric refrigerators have been ap- 
proved by the Seattle Housing Author- 
ity for installation in the Rainier Vista 
defense housing project now under con- 
struction in that city. 

* * 

The importance of emphasizing the 
health-conserving service of electric 
appliances was the subject of a recent 
article by R. W. Clark, merchandise 
manager of the Puget Sound Power & 
Light Company oi Seattle, Wash. in 
a local home furniture publication. 

* * * 


A new air depot located at Spokane, 


Washington brings this city into the 
ranks of “defense centers”. An adver- 
tisement in Spokane papers by the 


Washington Water Power Company 
welcomed the enterprise and showed 
Reddy Kilowatt shaking hands with 
an air machine “as one payroll builder 
to another”. 


* * * 

The Salesmen’s training course, now 
under way in Salt Lake City and Og- 
den, Utah under the sponsorship of the 
Electrical Development League of 
Utah, has been made possible through 
the financial support of Salt Lake dis- 
tributors and the Utah Power and 
Light Company, with W. C. Winder 
of the adult education department of 
the Salt Lake Board of Education in 
charge. The course aims to interest 
salesmen through teaching them how 
to increase their incomes. Visual in- 


struction with motion pictures is used 
as a basis for later discussion and ac- 
tive participation of 
the 


the individual in 


the work of course. 
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| dential 
| closed 
| kitchen lighting purposes. 


NEW SALES HELPS AND LITERATURE 
FROM THE MANUFACTURERS 


MARKEL ELECTRIC PRODUCTS, INC. 


“Markel Presents Streamlite Fluores- 
cent Lighting” is the title of a new book- 
let recently issued by the Markel Electric 
Products, ‘Inc., 145 East Seneca St., Buf- 
falo, N. Commercial, industrial and 
residential fluorescent fixtures are de- 
scribed and illustrated in the new booklet 
with especial emphasis, from the resi- 
standpoint, on a new glass-en- 
fluorescent adaptor, suitable for 
This is a unit 
the old fixture 


which plugs right into 


socket. For complete description of this 
unit see the “New Merchandise” section 
of this issue. 

PREMIER 


In keeping with the times is a new 
broadside recently issued by the Premier 
Division of Electric Vacuum Cleaner 
Company, 1734 Ivanhoe Road, Cleveland, 
O. Theme of the piece is “How Will 
You Emerge From the Emergency?” 
and the message conveyed is that with 
the present shortage of new appliances 
that service is of paramount importance. 
Premier has built an entire merchandising 
schedule around the service program it 


offers. This is complete with belt display 
cards, direct mail pieces, booklets, an 
“Authorized Agency” display card, win- 


dow transfers, etc. 


HOTPOINT 


An unusual mailing piece printed in 
four colors, has been made available by 
the Hotpoint Refrigeration Division, for 
use in promoting the new 7 cu. ft. Hot- 
point refrigerator, just announced. On 
the front page is a strong selling letter, 
explaining the “plus” features of the new 
7 cu. ft. refrigerator, and the advantages 
of this particular model. This letter has 
space for imprinting the retailer’s firm 
name as signature. The two inside pages 
describe the refrigerator and its specific 
features, and picture it, loaded with food, 
all shown in sparkling natural colors. 
This promotional piece is available to 
Hotpoint retailers at extremely low cost. 


GENERAL ELECTRIC 


“For a Practical Person With a Sen- 
timental Side” has been a good Christ- 
mas slogan for General Electric in pro- 
moting and advertising G-E appliances as 
gifts. This year, the company is con- 
tinuing the promotion and has made 


available to dealers a complete set of pro- 
motional helps consisting of window 
streamers, newspaper mats, special letters 
for dealers to send out, envelope stuffers, 
booklets and copies of the national ad. 
vertising being run in conjunction with 
the campaign. The ad campaign itselj 
runs in the Saturday Evening Post, Co 
lier’s, Woman’s Home Companion, Life, 
Look, Better Homes & Gardens, McCall’. 
House and Garden and Esquire. 


MALLEABLE IRON RANGE 
Malleable Iron Range Co., Beave 
Dam, Wis., makers of the Monarch ele 


tric range, have released a four color 
broadside emphasizing one of the exclus 
ive features of their range—the 
Heet” surface oven which performs most 
of the operations of the standard oven. \ 
handsome piece of literature it is designe 
for giving away to prospects or as 

mailing piece. 


“Side 


ZENITH RADIO CORPORATION 


“Frequency Modulation—An Invitatior 


to Finer Music” is the title of a new 
booklet recently issued by the Zenit 
Radio Corp., Chicago. The booklets— 


which are available at $24 per thousand 
f.o.b.—describe the differences betwee: 
AM and FM broadcasts in non-technical 
language and act as a first-rate demon- 
stration. Zenith distributors have used the 
booklet as a promotional item and report 
that it is in great demand. 


WESTINGHOUSE MOTORS 


Small motors from 1/6 to 1/2 horse- 
power, 145 frame size, for general use 
are described in a new eight-page folder 
announced by Westinghouse Electric and 
Manufacturing Company. 

The standard parts making available§ 
more than 5000 combinations of type, rat-] 
ing, and mounting are described and illus-} 
trated. Charts show motor characteristic 
plotting per cent synchronous 
against per cent full load torque. 

Features conducive to long motor life 
and low maintenance are discussed along] 
with construction details. Thermoguard} 
protection against overloads and excessive 
temperature is explained. Blackline 
drawings give the necessary physical andj 
mounting dimensions. 

copy of folder F-8623 may be se 
cured from department 7-N-20, Westing-] 
house Electric and Manufacturing Com 
pany, East Pittsburgh, Pennsylvania. 


nell 


New Display for Automatic Blankets 


General Electric are making available to dealers this new display for automatic 


electric blankets. 
blanket. 
eye. 


DECEMBER, 


It is 11/2 feet long and permits showing of five colors of 
Center panel is a color transparency illuminated to catch the public 
Display may be used for floor or window purposes. 
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STEWART-WARNER 
CALLS FOR REAL 
SELLING IN 
J. C. Elliff Discusses 


Instalment Problem 


CHICAGO—“What methods is Stewart- 
Warner suggesting that its dealers use 
overcome the refrigeration industry's 

ew problem of * 20 per cent down and 18 
months to pay’?” This was one of the 
questions asked of Joseph C. Elliff, as- 
sistant general sales manager, upon his 
return recently from attending sub-con- 
vention meetings of Stewart-Warner deal- 
ers and distributors held in key cities. 

Because Stewart-Warner, in the face 
if impending drastic government restric- 
tions and industrial uncertainties, forged 
ahead and announced an improved re- 
frigerator line and also because Stewart- 
Warner was the first this year to intro- 
duce 1942 refrigerator models, ELECTRICAL 
MERCHANDISING, in an exclusive inter- 
view with Mr. Elliff, secured much perti- 
nent, timely information. 

“Dealer selling for 1942 must, of neces- 
sity, be real dealer selling, not merely 
the supplying of pre-sold floor traffic,” 
Elliff said. “There is no point in fooling 
ourselves on this increased minimum 
down payment edict. We all know that 
to many average American homemakers, 
the original measure of price on a re- 
frigerator is the down payment. When 
she finds that instead of paying from 
six to $15 down on a refrigerator, she 
may be required to pay down from $20 
to $60, she is going to do some mighty 
serious thinking and in many instances 
will offer a stiff sales resistance. There- 
fore, it is of major importance that manu- 
facturers and distributors alike do a 
hang-up, constructive job of dealer sell- 
ing. It’s the dealer, after all, who is face 
to face with this new resistance, and 
without the proper sales weapons, train- 
ing, and knowledge, he may fall short, 
despite the fact that he is taking part in 
what may appear to be one of the greatest 
sellers’ markets in the history of this 
country.” 

Elliff emphasized that rising taxes, 
higher living costs, higher prices, shorter 
terms and higher down payments need 
not be a drawback to good dealers. “They 
offer the dealer an opportunity and a 
challenge to capitalize on conditions ; that 
is, to do a better selling job on refrigera- 
tors, because refrigeration is a means 
by which the homemaker can make sub- 
stantial savings in her all-important food 
budget, without suffering losses in variety 
or quality in her meals. And, with food 
costs rising, any and all home savings 
are more than welcome.” 

“To take advantage of this situation, 
dealers must emphasize their sales fea- 


JOSEPH C. ELLIFF 


Assistant general sales manager, 
Stewart-Warner 


| tures as never before. That’s why in 
| our recent sub-conventions we have been 


stressing our new 1942 Dual-Temp fea- 


| tures—the new, colorful pastel trimming, 
| new freezing locker doors, added roomi- 
ness, etched glass shelves, and, for im- 


proved appearance, even a new name 


plate. 


“Second only to the importance of sales 
features is the need for better service and 


consumer education. It is imperative that | 


the homemaker who has just purchased a 
new refrigerator have full knowledge as 
to how to operate her purchase most effi- 
ciently and economically. ‘After the down 
payment has been made, the sale has just 
begun’ is a slogan that will be good for 
1942 refrigerator dealers, we believe.” 


Recording Discs Give Dealer 
Repeat Market 


CHICAGO—Analysis of sales of re- 
cording discs by Wilcox-Gay Corpora- 
tion according to D. E. McGaw, 
assistant sales manager, seem to reveal 
that about 75 percent are today being 
used for home recording purposes and 
25 percent for commercial and instruc- 
tion work. Like blades for a razor or 
films for a camera, discs are being used 
by dealers to build a repeat, over-the- 
counter business, which does not require 
any special sales work. 

“We have at no time used aluminum 
as a base for our records,” declares Mr. 
McGaw. “At the present time they are 
made from paper or steel. Various manu- 
facturers who have used aluminum as a 
base have had to discontinue it due to the 
defense program. These manufacturers 


| are now using a glass base.” 


Congratulations, Dr. Baker! 


A. A. Brandt, General Electric radio sales manager, is shown presenting Dr. 

W. R. G. Baker a gold watch, a gift from his Bridgeport associates, to com- 

memorate his election as a G-E vice president in charge of radio and electronic 
activities. There was another celebration at Schenectady, too. 
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TO 
EVERY 
FLORENCE 
DEALER 


The National Defense Program is making increas- 
ingly heavy demands upon us all . . . and I know 
that you will agree with me that it must come first. 
I promise you now, however, that within the limita- 
tions of that Program, this Company will do every- 
thing in its power to help Florence Dealers success- 
fully through the emergency. 

Our material sources are dependable, and we are 
certain to get our share of available materials. This 
means that we shall still be able to build you a great 
many ranges and other Florence products during 1942. 

We shall continue to build you a “range for every 
modern fuel”—for gas, oil, bottled gas, electricity, 
as well as dual-oven oil-and-gas ranges. This broad 
Florence line puts you in an extremely good position 
to meet today’s conditions, because it gives powerful 
selling leverage in the flexibility that lets you offer 
a choice of fuels to your customer. 

You will be able to count on the same high quality 
you have always expected of Florence products. If 
shortages of certain materials continue, we shall have 
to replace them with others. But our technicians are 
ready—I can promise you that basic Florence quality 
will not suffer no matter what changes we have to 
make. You will be able to sell Florence products with 
full confidence in their dependability; we shall stand 
back of them as we always have. 

We shall continue our advertising. The name 
“Florence” is a valuable part of your selling equip- 
ment; and we plan to maintain this prestige in mil- 
lions of American homes. 

You have always been able to depend upon 
Florence. You can now, and you will be able to after 
the emergency has passed. 

We appreciate highly your co-operation, patience 
and good will in a difficult time. 


President 


NOTE—I am glad to tell you that we are serving National Defense 
directly, in the manufacture of important materials for the War De- 
partments, and in products for Defense Housing. 


FLORENCE STOVE COMPANY 
GARDNER, MASS. 
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Salesmen Carry On 


Hold Regular Meetings 


The organization 
held their 
organization to stimulate interest and 
iron out difficulties—and this system 
the new kept up. Back of 
the main salesroom is a section of the 
shop fitted up for meetings with chairs 
and a couple of bulletin boards. Here 
meetings are held twice a week, 
with charts to show comparative sales 
records and results of 
then under way 


power 


regular 


company 


meetings of 


sales 


firm has 


iles 


the contests 

For there is always a contest of 
some under way, with special 
rewards for extra effort. Usually the 
group is divided into teams, winners 


sort 


eating later at the expense of fosers, 
such arrangement. Special 
bonuses are given for the “first sale,” 


or some 


for highest over quota, for cooperative 
number of calls made, for 
demonstrations. One contest held early 
this was based on a telephone 
survey. Each man allowed five 
cents each for every customer in his 


sales, lor 


year 


was 


territory telephoned, the number not 
to exceed 250 in one month. He was 
asked to register the names of those 
to whom he telephoned, so far as pos- 
sible making his telephone calls to a 
block of adjacent homes. These calls 
of course led to follow up sales work. 
Names turned in every evening were 


checked against the master list. The 
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important factor in the set-up which 
makes possible the entire system of 
operation is that each man has a very 
thorough knowledge of the district 
assigned to him and is acquainted 
with the people who are to be his 
prospective customers. This makes the 
use of the telephone a personal thing 
and not a mere hit or miss barrage. 


Wives Help Out 


The wives of the salesmen are 
brought into the picture whenever pos- 
sible. Not infrequently they are in- 
vited to evening salesmeetings—and 
they are usually included in the enter- 
tainment rewards. In the particular 
drive above mentioned a prize consist- 
ing of $10 toward a spring hat, bag or 
gloves was offered to the wife of the 
salesman who turned in the largest 
number of prospects resulting in sales. 
Some of the wives are very good at 
this—and quite a number of prospects, 
and sales, too, were registered. 

From the beginning the firm has 
advertised, emphasizing the motto of 
“prompt deliveries and service.” Re- 
cently the radio was added to other 
types of advertising. In order to check 
on coverage a small gift in the form 
of a stainless steel kitchen knife was 
offered to housewives who came into 
the store to inspect refrigerators or 
ranges. This brought in customers 
from out in the adjacent country 


Exterior view of the Intermountain Utilities Company store in Salt Lake City, Utah. 


districts, as well as city prospects. 

Recently the business outgrew its 
quarters—and on July 1 of this year 
moved to a new location with 12,000 
sq. ft. of showroom space nearer the 
center of the main business district. 
The size of the new store and of the 
staff makes an impression upon all 
who see it. 

Although the new quarters are an 
attraction in bringing people in, the 
major emphasis is still given to field 
work, The store figures that it has 
about a 90 per cent coverage of the 
city, keeping touch with possible cus- 


tomers in every way possible—by 
publicity, by personal contacts and by 
telephone. Usually when a power com- 
pany goes out of the appliance mer- 
chandising business, it is just this side 
of things which suffers. The utility 
salesmen are taught to go out and 
ring doorbells; there are few dealers 
who are organized to do this or who 
see the importance of field canvass 
work. The Intermountain Utilities 
Appliance boys are doing just what 
they always did. They are going after 
business. Perhaps that is why they 
have been getting it. 


Long List of Manufacturers at January Shows 


(CONTINUED FROM PAGE 5) 
Housewares 
Manufacturers 


Association 
JANUARY 4-9 


7 
7 
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ROM the Housewares Manufac- 

turers Association, in the Palmer 
House—right in the middle of the 
Loop—comes information that the ex- 
hibition hall on the fourth floor (21,800 
sq.ft., count em) will be devoted to a 
display of major appliances during the 
week of January 4-9. 

Cozy hotel rooms on the 6th, 7th, 
8th, 9th and 10th floors will hold the 


The Palmer House, 
scene of the House- 
ware Manufacturers’ 
Association ap p|i- 
ance display. 


exhibits at the show. 

Exhibit hours will be from 9 a.m. to 
6 p.m., with the show closing Friday 
afternoon at 6. 

An annual banquet will be held Tues- 
day, January 6, in the Grand Ballroom, 
preceded by a reception and cocktails 
in the Red Lacquer Room at 6:30 p.m. 

Following is the list of housewares 
exhibitors compiled up to November 
1 by A. W. Buddenberg, generalissimo 
of the show: 


PALMER HOUSE EXHIBITORS 


Electrical and Allied 
Housewares Exhibitors 
Calgon, Inc. 
Chicago Electric Mfg. Co. 
Chicago Flexible Shaft Co. 
Dominion Electrical Mfg. Inc. 
General Electric Co. 
A. C. Gilbert Co. 
Glass Coffee Brewer Corp. 
Hankscraft Co. 
Hamilton Beach Co. 
Kitchen Aid Div. The Hobart Mfg. Co. 
Knapp-Monarch Co. 
Landers, Frary & Clark 
McGraw Electric Co. 
National Stamping & Electric Works 
NuTone Chimes Inc. 
Steam-O-Matic Corp. 
Steem Electric Corp. 
Sterling Sweeper Co. 
Ultra Violet Ray Laboratories Inc. 
United Electric Sales Co. 


housewares 


Major Appliance Exhibitors 
A-B Stoves, Inc. 
Altorfer Bros. Co. 
American lroning Machine Co. 
Anderson Stove Co. 
Apex Rotarex Corp. 
Auburn Central Mfg. Corp. 


Automatic Washer Co. 
Barlow & Seelig Mfg. Corp. 
Bendix Home Appliances Inc. 
Birtman Electric Co. 
Cleveland Co-Operative Stove Co. 
Cole Hot Blast Mfg. Co. 
Conlon Corp. 
Cribben & Sexton Co. 
Clements Mfg. Co. 
Electrical Merchandising 
The P. A. Geier Co. 
Globe American Corp. 
Hurley Machine Div. 

Electric Household Utilities Corp. 
The Hoover Co. 
lronrite lroner Co. 
Kisco Company, Inc. 
Landers, Frary & Clark 
A. J. Lindemann & Hoverson Co. 
Mutschler Bros. Co. 
Quaker Manufacturing Co. 
Renown Stove Co. 
Retailing-Home Furnishings 
Geo. D. Roper Corp. 
Standard Gas Equipment Corp. 
The Tappan Stove Co. 
Voss Bros. Mfg. Co. 
White Sewing Machine Co. 
Youngstown Pressed Steel Div. 

Mullins Mfg. Co. 


Refrigeration and Air 
Conditioning Exhibition 


AG the Stevens Hotel, Chicago, 
January 12-15, will be held the 
fourth all-industry refrigeration and 
air conditioning exhibition. While a 
bit more technical than the average 
dealer’s setup, nevertheless there will 
be retailers who will look over this 
specialized showing with interest. 
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The Home Furnishings Industries of the Nation are 


OU'LL find vivid reassurance of this at the Jan- 

uary International Home Furnishings Market at 
The Merchandise Mart, January 5 to 17. With amazing 
resourcefulness, 1958 permanent, year-after-year ex- 
hibitors in the World’s Biggest Buying Center—leaders 
in their respective fields—have re-designed merchan- 
dise, adapted new materials, revamped factory meth- 
ods. They will place in your hands the new mer- 
chandise of 1942—merchandise profitably promotable 
and now avgilable to meet the consumer demand. 


INTERNATIONAL 
HOME FURNISHINGS MARKET 
January 


eee 


Tur Marr 


THE BUYING CAPITOL OF THE NATION © WELLS STREET AT THE RIVER 


CHICAGO 
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BETTER 
COOKING 


..and 
EASIER 
SELLING-uit 


CHROMALOX 


RANGE UNITS 


Housewives everywhere are exclaim- 
ing about the Chromalox 7-heat fea- 
ture. It has opened the door to a 
wider field of cooking possibilities— 
and to easier electric range sales. 


Start talking economy — Chroma- 
lox economy — Prospects want to 
know all about Chromalox Contact 
Cooking. Remember, Chromalox has 
over 250 percent more contact cook- 
ing area than any other metal en- 
closed unit! Here is low cost cook- 
ing at its best. 


Sell them with that big Chromalox 
"“Two-units-in-one" extra economy 
feature. You can realiy hit home 
with this one. Every housewife falls 


in love with the selective cooking 
area idea. 

Tell them about the cleanliness of 
this flat-top unit. You can see at a 
glance how easy it is to clean—and 
end up with the strongest point of 
all—the better cooking by these 
balanced units —Fast as food will 
cook, yet retaining all the delicious 
qualities in the food, possible only 
with “low-temperature” cooking. 

Sell ranges equipped with Chroma- 
lox units and you will sell more 
ranges. Use these units for replace- 
ments, too—they fit all ranges. Write 
for “How to Sell More Ranges’ — 
It's a book that will help you get 
results! 


EDWIN L. WIEGAND CO., 7525 Thomas Blvd., Pittsburgh, Pa. 
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THE ULTIMATE 


IN 
QUALITY 
AND 


“SIGNAL ELECTRIC MFG. CO. 


MENOMINEE, MICHIGAN 


Appliances That Promote Health 


show that 23.3 percent of American 
females from 40 to 49 are overweight. 
Even between 30 and 39 there are a 
great number of women grossly fat. 
A massaging device finds a perpetual 
market among women who are eager 
to get thin. Men too, tend to become 
overweight as they grow older, 14.4 
percent of those from 35 to 44 being 
too tubby and 19.8 percent of those 
over 55 being super-heavy. 

Dealers who sell IES lamps can 
profit by the fact that 30 percent of the 
men’ over 35 have defective vision 
which is uncorrected while 21.8 per- 
cent of these men are wearing glasses. 
At 55 or over 48.7 percent of our 
country’s males may be said to be 
wearing specs. By and large, among all 
ages it can be safely said that 25.4 per- 
cent have defective vision which has 
been corrected by glasses and 29.5 
percent are running around and not 
seeing all they should. Because the 
light given by an IES lamp is a greater 
boon to an individual with bad eye- 
sight than one with good, these sta- 
tistics should promote sales among 
those with weak eye. 

The popularity of sun lamps, par- 
ticularly in families with children, 
needs no discussion here. They are 
more than a device to give fashionable 
sun tans. The gentleman at the adja- 
cent desk put his family of three under 
one regularly last winter and never 


CONTINUED FROM PAGE 20 


had a single cold. For every woman 
with children who can afford it, is 4 
prospect, and since children are selj- 
evident, they reveal the size of this 
market. 

There are a great many convales- 
cents in this country whose relatives 
will move heaven and earth to speed 
their recovery. Most popular device 
for delicate people are the blenders 
that are able to whip carrots, string 
beans, spinach, beets and peas into ar 
easily drunk vitamin rich beverage 
Apricots can be used to disguise milk 
Pineapple can be a lure to coax con- 
sumption of prunes. “Think-a-Drink’ 
Hoffman never was able to do any 
magical tricks that Fred Waring could 
not duplicate. And the fact remains 
that blenders know no season—they 
are gratefully received electrical gift: 
anytime. 

If the invalid is well-to-do, suc! 
gifts may well run into room coolers 
Woodward & Fink in St. Louis not s 
long ago sold an astonishing numbe: 
of room coolers by simply concentrat 
ing on families whose heads are ove 
50, and who own $10,000 homes 
better. 

The truth is, a lot of our population 
doesn’t feel so good; there are appli- 
ances which make them 
No doctor’s prescription is needed t 
sell and the market : 
there waiting. 


feel better 


these devices 


The Rise of the Portable Ironer 


1. What features do you like best? 
Order of Importance 


(A) Portability....... 24 32 38 41 42 
B) Simple Operation 8 42 66 57 II 
Time-saving...... 58 69 28 18 II 

D) Better Ironing... 3 8 36 35 81 
E) More comfort....102 40 23 14 13 


to do 
if not, why 


2. Deo you use portable ironer 
your complete ironing? 
not? 
47 say "Yes"; 235 say "No" for the fol- 
lowing reasons: 
109 say they cannot iron shirts 
86 find dresses difficult to iron 
50 haven't had enough experience 
17 say the roll isn't long enough for 
large pieces 
11 can't iron children's dresses 
10 use it for flat work only 
6 say two persons iron at same time, 
one with hand iron 
5 say ruffles, puffed sleeves, etc. are 
too difficult on ironer 


3. Have you ever owned or used a 
roll ironer before? 


36 say "Yes"; 238 say ‘No.” 


4. Where do you usually use 
portable ironer? 
205 reply "Kitchen" 
32 “Basement” 
25 “Dining Room" 
12 "Porch" 
12 "Bedroom" 
6 “Any convenient place” 
3 “Breakfast Room’ 


your 


“Sewing Room" 


DECEMBER, 
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5. Where do you store it? 


92 in closet 
67 in kitchen 
38 in basement 
29 in pantry 
18 in bedroom 
7 in dining room 
| in porch 
| in sewing room 
| in utility room 
| on attic step 
6 in hall 
5 in own carton 
2 in breakfast room 


6. Do you live in a house or apartment 


221 say “House; 56 say “Apartment.” | 


7. How many members are there i 


your family? ° 


82 have 3 in family 
70 have 4 in family 
64 have 2 in family 
38 have 5 in family 
13 have 6 in family 
6 have 7 in family 
2 have 8 in family 


| has 9 in family 
| has 10 in family 


8. (a) Have you demonstrated yo 
portable ironer to any of your friends 


246 say "Yes"; 31 say “No”. 


(b) If so, have any of them pw 
chased, or have they indicated the 
intend to purchase a portable ironer 

36 say "Yes"; 159 say "No"; 55 ind 

cated intention to purchase. 
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FOR YOUR INFORMATION 


MacFarland, Aveyard & Company. 


“THE PICTURES 7ELL 


} 
* * * 
nat The board of directors of Philco 
Corporation declared a dividend of 
IS a twenty-five cents (25¢) per share, pay- 
seli- able December 12, 1941, to stockhold- om 
thi ers of record on November 28, 1941. 
| This is the fourth dividend of twenty- | says Neal C. Johnson 
five cents per share declared this year. | 
Lles- : & & } Salesman for Servants Appliance Co., Oakland, California and 
reed Weuyionse lamp division sales in- WINNER OF EASY’S “MIRACLE MINUTE” 
ee creased 33 per cent in the first nine 
_ months of 1941, compared with the ESSAY CONTEST 
der | 1940 figures for the same period, David 
ring S. Youngholm, vice president, an- 
y an nounced. He said the division, with 
Pie plants at Bloomfield, Trenton, and 
age Belleville, N. J., and Fairmont, W. Va., 
milk will produce 21 million more lamps for 
con- | general purposes this year than last. 
ink’ 
| 
aay | chick Shaver’s production for 1941 
ould | has been sold out for several weeks. 
in While production between now and 
ther People Like to Draw Pictures the end of the year will be continued 


Ph at the present rate, no orders for de- 

S'S At the drop of a hat folks will whip out livery prior to the first of the year are 
a pencil and draw you the floor plan’ of being accepted, the company advises. 

suc) J their kitchen, declares Marshall Adams 


* * * 
olers. i of Youngstown Pressed Steel division of Voting down a suggestion to suspend 
ot sof Mullins. And it's @ good way to intro- | the fourth All-Industry Refrigeration 
berg duce them to kitchen cabinet possi- and Air Conditioning Exhibition, the 


atrat-i Oilities. 3oard of Directors of the Refrigera- 
| tion Equipment Manufacturers Asso- 
| ciation has announced definitely that 
| the show will be held in the Stevens | 


“Why just yesterday the Spinner power rinse story clinched a 
Jubilee deal for me,” he writes in the letter which won him top award of 
a $25 Defense Bond in EASY’s recent contest on the Spindrier “‘Miracle 
P41 amounted to approximately | _ Frank R. Elliott, president of the Minute” Demonstration. And here he demonstrates how the “Miracle Minute” 


The York Ice Machinery Corpora- 
lationggon reports that orders booked during 
);e fiscal year ended September 30, 


Hotel, Chicago, Jan. 12-15 inclusive. 


* * * 


etter #7 200,000.00. This exceeds last year’s | Elliott-Lewis Electrical Company, 
led tpokings by about 63%. Subject to | Philadelphia, died at his home in 
ket ifpal audit, the corporation estimates its Merion, Pa., recently. Mr. Elliott 
ar end carry-over of uncompleted served three terms on the Board of 
‘ders to be about $10,400,000.00. This | Governors of the Electrical Associa- 
mpares with $3,000,000.00 at the end tion and was vice president for two 


Picture Book “‘sold” that story—and this Spindrier—to Mrs. E. V. Groshono, 
shown with him. Congratulations, Neal Johnson! And congratulations to all 
you other contestants from all over the country on your splendid entries! 


the previous year. terms. 
Daniel M. Shepard, 47, vice president 
yA. E. Aveyard, nationally recognized | in charge of production at Landers, 
vertising authority and former exe- Frary & Clark, New Britain, Connecti- 


tive vice-president and director in | cut died November 10, at the New Bri- 
») of America’s largest advertising | tain General hospital where he under- 
yencies, has joined Hays MacFarland | went an operation on October 30. Dur- 
Company as a partner and vice- ing more than 28 years with the large 
esident, it was announced today by | corporation he had risen from a minor 
ays MacFarland, president. In form- | clerkship to one of the leading posi- 
g the partnership, in which Aveyard | tions in the concern which is interna- 
ll acquire a substantial stock interest, | tionally known for its electrical and 
e agency name will be changed to | household appliances. 


QUICKER DRYING 


Round Table on Defense 


“The quicker drying picture put a sale in the bag for me last week,” 

Mr. Johnson continues. And demonstrates—with the customer who 
bought that Spindrier, Mrs. H. Neumann — how he used the Picture Book to 
dramatize this important Spindrier advantage. For every EASY dealer in- 
terested in maintaining profits in these difficult times, these pictures do tell 
the story! They show how any salesman can sell Spindriers—in volume— 
with the “Miracle Minute” Demonstration. And the Spindrier, as you know, 
is your top-profit washer. So if you 
want to step-up your own EASY Spin- 


drier volume, and raise your unit-of- TEXT OF NEAL JOHNSON’S 
sale, put EASY’s “Miracle Minute” PRIZE-WINNING LETTER 
Demonstration to work! Easy Washing The ‘‘ Miracle Minute” demonstration has 
Machine Corp., Syracuse, N. Y. given me a skeleton on which to hang the 
ae Se a brief presentation of the EASY 
pindrier. 


The five points on page one start the ball 
rolling in exactly the right direction. The 
pictures on pages two and three sell the 
*Saving” story perfectly. Four and Five 
dissatisfies the prospect with anything not 
as safe as the Spindrier water removing 
method. Then comes the story of gentler, 
safe water removal—with all the buttons 
left intact—with nap fluffed up and not 
matted down. Also more things washed and 
cleaning bills saved. 


Why just yesterday the Spinner power rinse 
story clinched a Jubilee deal for me. 

The quicker drying picture with the two 
water glasses put one in the bag for me last 
week. And of course, washing and drying 
is only one half the laundry chore. Wringer 
wrinkles eliminated is a ‘‘ natural’’. 


The Committee to Defend America by aiding the Allies gained 80 volunteers 
from the Electrical Women's Round Table (N. Y.) at the club's November din- 
ner meeting when Jerome Crowley, radio director for the committee, and 
ed the Olive McKay, chairman of the speakers’ bureau of the League of Women Voters, 
, freaer conferred with the members on how women of the electrical industry can help 
55 ind national defense. Left to right: Mildred Nichols, charter member; Mr. Crowley; 
Ann Noone, chairman of the club; Miss McKay; Roberta Yeaton, vice-chairman; AMERICA’S LEADING WASHER (Signed) NEAL C. JOHNSON 

Emily Whelan, program chairman. 
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Shermogray 


Water Heaters 


Add to Income by 
Helping to Stabilize 


Off Peak Load 


HERE'S a tested method of building that ever-important 
load without interrupting your demands for increased power 
to meet defense production. The answer is Thermogray 


Electric Water Heaters . . . efficient heaters that operate 
automatically on your off-peak load. 

Thermogray the precision-built, extra large ca- 
pacity electric water heater, sells easily, increases customer 
satisfaction and keeps service expenses at a new low. This 
dependable water heater is manufactured by a company 
that has spent 12 years in the perfection of their line. 

Balance your load for extra profits. Write or wire today 
for complete information! 


THERMOGRAY CO. 


JEFFERSON, IOWA 


321 W. McKINLEY ST. 
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The Salesman Problem 


| These dealer supervisors, as they are 
now called, have changed greatly in 
the last few years. Formerly their 
only interest was in “Selling To The 
Dealer.” Now they have learned that, 
to be successful, they must “Sell 
Through The Dealer.” These dealer 
supervisors frequently know of good 
salesmen who are available. That’s 
part of their job. Again—Word of 
Mouth advertising. 

10. Keep your salesmen’s incomes 
constant. Remember that the good 
| salesman wants security and regular- 

ity of income just as much as you do, 
and the more you can show him that 
you are an established, successful 
operator, the better chance you have 
of obtaining all the good men you can 
use. 

After you have secured good sales- 
men, it is just as important that you 
keep them. There is entirely too great 
a turnover in appliance salesmen. Fol- 
lowing is a recipe for keeping them: 

1. Commissions. First, last, and al- 
ways see that your men make money, 
at least $2500 a year. 

2. Number of men. Synchronize 
your market volume with your sales- 
man power. Do not over-salesmanize 
your market. 

3. Let the salesmen do the selling. 
| Confine your sales efforts to apartment 
_ house, commercial, and other special 
selling. Do not compete with your 
salesmen. 
| 4. Have continual sales contests. 
| Specialty salesmen thrive on competi- 
| tive selling affairs. 

5. Be absolutely impartial. Divide 
| your floor days equally among all the 
salesmen. 

6. Advertising. Prepare the way 
for, and back your men up constantly 
with a comprehensive and consistent 
| advertising campaign. 
| 7. Credits. Provide an adequate in- 

stallment selling plan and an efficient 

credit department. 

8. Service. Support your men by 
prompt delivery and a courteous and 

| skillful service department. 


(CONTINUED FROM PAGE 3) — 
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1. Lazy, inefficient, and sometime out on m 
even dishonest salesmen. the same 
2. The “Drawing-Account Hound’4 3. Start 
This man always does a better job o man by t 
selling himself to the dealer than hq Aer on 
does selling appliances to the custo break up 
mer. The type is especially built 


in “off” seasons, generally in the fal 
and winter, and usually quits in Marc! 
(after the dealer has “wintered” hir 
over) owing the dealer several hun i. the av 
dred dollars. He then accepts a jol}e9so9 to : 
with a competitor, whom he treat 
exactly the same way the next year, i;. giways 
he lasts that long. ene foe 1 
3. The Sales-Manager Type. Thi about the 
man wants to manage the dealer ithe salesn 
business—from a chair. Not one dealef] jess 
in ten needs a sales manager. Wha) .onth br: 
the dealer needs is hard-hitting, pray 
ducing, outside salesmen, Adverts 
4. The inefficient service ma 
Watch for the incapable and carele#} Just as 
service man. Mistakes on his part cafllquate air 
seriously damage your customer rel - the 


much that 
me cardi 
Salesmen 


Remembe: 


tions. 

5. Office help handling sales. | 
efficient and careless office help wi 
are discourteous to customers arf 
cannot give proper demonstrations a 
detrimental. Many a sale has be 
lost on the floor due to a poor flo 
demonstration given while the deal 
or his salesmen are out. 
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cessful and prosperous dealer, you will 
iys find a successful and prosper- 
sales force. Each tends to assist 
other. 

The most expensive man you can 
nave is the $15 to $20 a week “peddler.” 


alw 


ous 
the 


= He loses more deals than he closes and 
scaled kes far more supervision than he is 
worth. Personally, I feel that unless 
fou a man can make at least $40 a week 
essfu the year around, I do not care to have 
him. Only too many dealers, when 
their salesmen get into the $2500 to 
DEP $3600 a year class, do one of the three 
following things, all equally fatal to 
the morale of a sales force: 
1. Cut the salesman’s rate of com- 
mission. 
2. Cut the salesman’s territory, ‘or 
— put on more salesmen, amounting to 
ithe same thing. 
und." 3. Start competing with the sales- 
job °@ man by taking deals for the “house.” 
an N@ Any one of these three things will 
“UStOM break up the best sales organization 
MMO ver built. It cannot be stressed too 
€ Ta much that the dealer must learn that 
Marci me cardinal rule: See That Your 
hin salesmen Make Money! This means, 
hun in the average American city, from 
a j0 


$2500 to $3500 a year, or even more. 
treat@l Remember that the successful salesman 
far, is always worth what he earns. The 
time for the dealer to start worrying 
fabout the salesman’s income is when 
Hthe salesman is down to $100 a month 
Hor less, not when he is in the $300 a 
fmonth bracket. 
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| Advertising and Sales Promotion 


man must have advertising and sales 
promotion to back him up. 

There is a vast amount of customer 
education yet to be done by the manu- 
facturer, Mr. and Mrs. John K. Pub- 
lic do not like the new buying restric- 
tions. At first these restrictions were 
remote and very abstract, but recent 
enforcement has shown the public that 
the government means business. The 
manufacturers and the industry in gen- 
eral must now do their part in adver- 
tising and sales promotion, even more 
so than in the previous easy-selling 
years. They must back up their deal- 
ers salesmen. Manufacturers 
must remember that sales training 
courses, newly-based on 1942 condi- 
tions, are still very vital for the 
maintenance of their dealer organiza- 
tions. This investment is similar to 
insurance expenditures, for once these 
dealer organizations lose their moralé 
and pass out of the picture, they are 
going to be very hard to replace, and 
that replacement process is going to 
be a long and very expensive business 
for the manufacturers. - 

In closing, we must remember that 
it is vital that we keep the moralé of 
our existing sales forces high, particu- 
larly those of the dealer organizations. 
They are in the front line trenches in 
this selling crisis. Factory and dis- 
tributor organizations must lead the 
way by showing that they have faith 
in the future, faith in better business, 
when the full effects of America’s re- 
search laboratories, America’s produc- 
tive genius, and America’s resource- 
ful business men shall be felt in an 
even better American Way of Living, 
even though it is the highest in the 
world today. 


to “Peace on earth, good will toward me 
Remote at this time? So it seems. — 
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ma 

arele#} Just as an army must have ade- 

. . 

rt Bquate air protection and artillery sup- 
r rel r the appliance dealer and sales- 

p wi 
s al 
ms a 
s be 
r floc 
deal 
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explain. Yet there are no high-hat, 

Eobsequious or high-pressure techniques 
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sinvolved. 

Arrangement of displays, in the 
jaforementioned atmosphere, has some- 
thing to do with the volume of sales 
iat Herb Names, Inc. Merchandise 
lisplays almost completely absorb the 
vision of customers. Salesmen are in- 
onspicuous. When a salesman speaks, 
ie de-emphasizes himself, merely 
giving voice to the merits of equip- 
nent in which the prospect manifests 

jan interest, or serves as guide to a 
lnearby unit which, in turn, occupies 
ithe spotlight while the salesman re- 
I mains part of the background. 
1 8 If you telephone, a soft, feminine 

voice replies: “Herb Names, Incorpor- 
[)! Rated” ; and if you leave a call, the same 
“Mr. Herb Names 


ma 
mone 


a Sl 


= 


voice announces: 
. Swill speak to you now.” First and last 
are never dis-associated. There 


sis no middle name. The man, the firm, 
Mthe merchandise are all, somehow, 
fused into one personality. 

Names’ office is at the extreme rear 
f the Stout street store separated 
from the big demonstration room by 
a glass, sound-proof panel. He, too, 
is inconspicuous. He never emerges 
unless paged. He is too busy. No 
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Herb Names — Sales Dynamo 


matter how hard he works, there is 
always a fresh sheef of papers to 
analyze, or letters to sign, such time 
as he can spare from telephone con- 
versations and personnal interviews 
with jobbers or other business visit- 
ors. He might be a silent partner so 
far as office routine is concerned, but— 

When Herb Names is drumming up 
memberships for the Rocky Mountain 
Electrical League, in which he is a 
driving force, he is anything but 
silent. He is intense, vocal, persua- 
sive. He knows all the answers be- 
fore questions are asked—and speaks 
up voluntarily to save his and the other 
fellow’s time. Or when he is called 
upon by the Denver Junior Chamber 
of Commerce to serve in any capacity 
that requires salesmanship, the welkin 
rings and the chore he is expected to 
perform may be considered “finished 
business.” A third outside activity of 
Herb’s, the Civic Association in his 
section of Denver, enables him to exer- 
cise his powers of persuasion in such 
matters outdoor lighting, traffic 
safety, school illumination, municipal 
improvements and Modern Living; a 
fourth is his School of Salesmanship 
where he really shines. 

He likes to sell; he always did and 
probably always will. 


as 
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and improves the 

PLANNING AND SPECIFYING 

of ELECTRICAL WIRING JOBS 


Now you can make sure that plans and specifications tell all and 
tell it clearly—to help sell the job, and cut down losses from mis- 
understandings about what's to be done and how it’s to be done. 
This new book gives a simple guiding system—tells in the most con- 
cise, direct manner what steps to follow, what data to use—a valuable 
i s and contractors. 


tool for desig timat 


ELECTRICAL 


By Earl Whitehorne and 
the Editorial Staff of 
Electrical Contracting 


181 pages, 6x9, 48 
illustrations, $2.50 


THESE CHAPTERS 


TELL ALL 


1. Taking the Gamble out 
of Wiring 
Part |. WIRING FOR RESI- 
DENCES, APARTMENT 
HOUSES, AND FARMS 
2. Residential Wiring 
3. Apartment-house Wir- 


ing 

4. Wiring Farm Buildings 
Part Il. WIRING COMMER- 
CIAL, INSTITUTIONAL, AND 
FACTORY BUILDINGS 

5. Rules for Plannin: 

6. What to Do for Light- 


ing 

7. What to Do for Power 

8. Provision for Heating 
Load 

9. Signaling and Com- 
munication 

10. How to Specify the 
Large Job 

11. Submitting Pro- 
posal 


the 


Appendix. Code Tables 


JUST OUT! 


WIRING SPECIFICATIONS 


Do you want to know just what sort of proposal is most 
effective for a small job? Do you want to make sure you 
get in everything that should go in a big job? Do you 
want to be sure of considering all pertinent rules and 
standards that affect a particular job? Do you want to 
know how to put installation parts, materials, costs, etc., 
in the form that eliminates misunderstandings? 


This book gives you a step-by-step procedure for drawing 
up wiring plans and specifications that will do a better 
selling job and aid efficient construction. Covers wiring for 
light, power and signaling—in industrial, commercial, farm, 
and residential buildings—outlining a simple way of de- 
veloping specifications, and giving guiding rules of the 


National Electrical Code, 


standards, engineering data, 


and diagrams to simplify your work. 


10 DAYS' FREE EXAMINATION 


McGRAW-HILL BOOK CO., INC., 330 West 42nd Street, New York 6 
Send me Whitehorne's Electric Wiring Specifications for 10 days’ 4 
examination on approval. In 10 days I will send you $2.50 plus few s 
cents postage, or return book postpaid. (We pay postage on orders ® 
accompanied by rem.ttance. ) 

(Books sent on approval in U. S. and Canada only.) 4 
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UNDISPLAYED RATE: 


$1.00 per line per insertion Minimum $ 
charge $4.00. (First line in small black 
face type Fractions of a line count 
asa line. Discount of 10% if full pay- 
ment is made in advance for 4 con- 
secutive insertions of undisplayed ads 


WHERE TO BUY 


Parts, Service & Accessories 


DISPLAYED RATE: 


12.25 per inch per insertion. Contract 
rate on request. (An advertising inch 
is measured vertically %” on one 


column There are 4 columns—48 


inches to a page.) 


SEARCHLIGHT SECTION 


(Classified Advertisi 
SELLING : 


EMPLOYMENT "OPPORTUNITIES" 


UNDISPLAYED RATES —— 
15 Cents a Word, Minimum Charge $3.00 INDIVIDUAL $ 
POSITIONS WANTED (full or 
salaried employment only) '/2 
rates payable in advance. 
BOX NUMBERS—Care of publication New 
York, Chicago 2 San Francisco offices 
count as 10 wo 
DISCOUNT of 1% if full payment is made 
in advance for 4 consecutive insertions. 
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A penny Post Card . 


the best DOLLY in the world 


REFRIGERATORS and RANGES 
YEATES APPLIANCE DOLLY MFG. CO. 


Box 5037, N.L.B. 


ou full and complete details of 


for handling 


2525 W. Kilbourn Ave. 
Milwaukee, Wis. 


Sta. 
Calif. 


PLUG BIGGER PROFITS / 


u-Vated 


with Vacuum Cleaners Re-N 


by MILBERN 


@ Milbern’s y priced sales builders 
keep your customers coming back because 
they are kept satisfied. Kickbacks and 
headaches are out; you keep your profits. 
All leading brands . . . perfectly rebuilt 
from brush to handle grip. Once sold 
with a Milbern Re-Nu-Vated, customers 


and 
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ALTER SERVICE IS PROMPT 


—and we have everything you need in 


AIR CONDITIONING 
and REFRIGERATION 
PARTS and SUPPLIES 


Write for free catalog. 
Please use your letterhead. 


Your Profits! 


Use ORANGEVILLE 
TRUCKS for han- 
dling refrigerators, 
ranges, radios, kitchen cabinets, 


ete. Only truck 
with patented quick change ratchet nose. Com- 


pletely rubber upholstered throughout Several 


THE HARRY ALTER CO. 
convenient sizes. Descriptive circular and prices 1728 S. Michigan Ave., Chicago, We 
on request 

3 curcase BRANCHES, NORTH, WEST. SOUTH 

ORANGEVILLE MFG. co. NEW YORK PHILADELPHIA BRONX JAMAICA 
Manufacturers complete line of Floor Trucks NiWane DETROIT CLEVELAND ST. LOUIS 
Orangeville (Col. Co.) Penna. 


FOR HANDLING ALL 


REFRIGERATORS 


No. 102 BALANCE TRUCK 
“te Lifts and 
CASTER X-75 TRUCK 
Handles all Refrigerator G& 5495 
Ranges with Ease G Salety 
No. 5 PADDED COVERS 
for Refrigerators and 


Protection for the finish of cabinets 
Heavy Brown Duck, quilted 5” ‘ apart 


im. Slit-Back edjustebl 

SELF-LIFTING PIANO TRUCK CO. FINDL AY, OH!IO 
Our 116-page 

FREE! PREE! 

Washing Machine & Vacuum Cleaner Parts. 


Save ay | by ordering all your supplies 
from one dependable source. 


BOOKKEEPING SYSTEM 
Especially Designed for 
APPLIANCE-RADIO DEALERS 


A direct, easy-to-understand system, 
devised by an expert accountantin your 
line of business. Tris in practical use by 
many dealers everywhere. 

Provides for cost of sales, operating 
expenses, inventory to date, cost of re- 
possessions, cost of rebuilding, loss on 
trade-ins and every conceivable situa- 


ay your very own business. Quality, Service, Low Prices! 
80 system for store. 
THE KNAPHURST COMPANY 2722 W. Division St. Chicago, lil. 
522 &. Clinton Street Chicago, 
Your inquir 
SPECIALTIES 
will have special value .. . 
if you mention this magazine, when 
writing advertisers. Naturally, the 
Electric Mangle Roll Pads and Covers publisher will appreciate it . but, 
Vacuum ‘Cleaner Bags, Ironing Board pads more important, it will identify you 
and covers, washer and ironer covers. Ohio 


Textile Specialty Co., W. 64th, Cleveland, O 


NATIONAL CLASSIFIED ADVERTISING 


—at your service for bringing business needs or “opportunities” to the attention of men 
associated in administrative, executive, management, sales and responsible technical en- 
gineering and operating capacities with the industries served by McGraw-Hill publications: 


The SEARCHLIGHT 
SECTIONS 


ADVERTISING) 


Electronics 
Engineering News-Record 

. Engineering & Mining Journal 
& MJ Markets 


Factory Management 
& Maintenance 


Food Industries 
Power 

Product Engineering 
Textile Wortd 
Transit Journal 


American Machinist 

Aviation 

Bus Transportation 

Business Week 

Chemical & Metallurgical 
Engineering 

Coal Age 

Construction Methods 

Electrical Contracting 

Electrical Merchandising 

Electrical World 


Departmental Staff 


MCGRAW-HILL PUBLISHING Inc. 


330 W. 42nd St., New York City 


stay.sold! ... 
schedule. 


241 W. 23rd Street 


write for interesting price 


MILBERN VACUUM CLEANER CO. 


Recreators of Vacuum Cleaners” 


New York City 
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for over 8 y 


NATIONALL 
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HYGIENE. 


Extra Rubbe: 
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FAMILY. 
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Write for P 
TAILS and ¢ 


RESPONSIBLE SUCCESSFUL establish Export Dept: 
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following of department store, hardware ELECTRI 

furniture, appliance, radio and _ electrica 
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Pennsylvania and adjacent territory. RA-6019 
Electrical Merchandising, 330 W. 42nd St 
New York, N. Y. 
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SAFEGUARD ™ | 
_ 
IDEAS 1234 BROADWAY: mew - AT 31ST 
! TRUCKS HAI 
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@ tists, is one of our greatest Na- 


Our soft, highly refined foods 


hej Export Dept: 44 Whitehall St., 


ELECTRIC MOTOR CORPORATION 
1205 State Street Racine, Wisconsin 


le 


DEFENSE, too.. 
with MASSAGE 
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MASSAGE, according to Den- 


fional needs for Dental Health. 


give teeth and gum tissues little 
exercise to keep them in prime 
condition. 


The TOOTHMASTER has 
already helped THOU- 
SANDS to healthier 
ums, protection against 
Bingivitis, Pyorr 

cose teeth. its effec- 
tive, scientific ‘UP-and- 
DOWN" Action in Tooth 
Cleansing and um 
Massage has been DEN- 
IST - RECOMMENDED 
for over 8 years. 


NATIONALLY ADVERTISED to 
help you to Sales Volume—in 
ESQUIRE and ORAL 
HYGIENE. 


Extra Rubber Gum Massagers 
and Toothbrushes available in 
several colors for the WHOLE 
FAMILY. 


TAILS and Counter Displays. 


Write for PROMOTIONAL DE- 
New York, N. Y. 


"What can they do for me?” 


% Unusual appeal 

*% Better product 

* Satisfied customers 
% Self satisfaction 

* More profit 


Connect one to a cord yourself—and 
be convinced 


Write for Sample and_ Details. 


|} THE WATERBURY BUTTON CO. 
Established 1812 
WATERBURY CONNECTICUT 


| 


Teaching Home Service Girls Salesmanship 


correspondent walked in on this cele- 
brated home economist and found her 
wondering just where she could get 
some girls who measured up to her 
specifications. Asked just what she 
wanted in the home economist, the 
following qualifications were mapped 
out : 


1 She must stand straight and 
walk well. 


She must be able to think on 
her feet and be able to talk 
pleasingly. If she has these 
qualifications, I can then de- 
velop her into a demonstrator 
and I hope give her the neces- 
sary sales slant. 


I would like her average height 
or tall. However, if there is a 
girl that meets the require- 
ments that is short, I won’t let 
stature stand in the way. 


I would like to have her have 
at least one semester, but pre- 
ferably more, of bacteriology. 


I want a girl that will be loyal 
and I want it thoroughly under- 
stood in her mind that when 
she ceases her enjoyment with 
working with me or our firm 
that it is then time for her to 
high-tail out and find another 
job. 


I do not care particularly 
whether the girl has had a lot 
of foods work but she must 
have an inclination to like foods 
because there will be a lot of 
that work for her to do and 
frankly, she will have to un- 
learn most of the foods work 
she had in college anyway, so 
her natural inclination for foods 
is about all I am interested in. 
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She must be willing to work 
hard and thoroughly understand 
that this is no play-time job 
and that there will be frequent 
times when she will have to do 
overtime work. It isn’t a job 
that begins at 8:30 and quits 
at 5. 


7 


She must be strong. However, 
I think a girl who will come up 
to my qualifications for posture 
will probably be _ relatively 
strong and have more endur- 
ance than girls who have got- 
ten their insides all out of 
shape by slouchy posture. 


I frankly won’t let a degree 
stand in the way if there is a 
girl that has had a struggle 
getting through schools and has 
not been able to return to 
college this year. 


10 I prefer a girl who has not 
lived in a sorority house be- 
cause that softens the girls 
too much and they can’t take 
the hard dosage of work and 
the let-down in living condi- 
tions that they have to endure 
their first few years out of 
school. 


For a girl of this kind, I will 
pay between $90 and $100 per 
month and if she has the in- 
itiative that she must have, at 
the end of the year she will 
have received a_ valuable 
training for which she has 
been paid for getting. 


All in all, it appears that a girl 


doesn’t have to be a mental wizard to | 


succeed in this field but it certainly 
looks as if she has to know human 
nature. 


Trade-Ins Become Merchandise 


As They Handle it in Canada 


RADE-INS on electric appli- 

ances present no problem to 
McLennan, McFeely & Prior Ltd. at 
Vernon, B. C. T. E. Yuill, general 
manager of the company, has adopted 
the policy of educating his salesmen 
on the principle that when a trade-in 
is involved in the sale of a new ap- 
pliance it represents two deals and 
the firm is certainly entitled to make 
a small percentage of profit on the 
second deal. Thus on the basis of an 
article which is selling for $25 or $30, 
Mr. Yuill believes that the company 
should make a gross profit of $5 to 
cover the overhead and handling of 
the trade-in. Where the customer de- 
mands a trade-in valuation, which will 
not show this margin for the firm, the 
policy is to pass up the new appliance 
sale. This policy caused some discon- 
tent amongst both customers and 
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salesmen in its earlier stages but it 


has now been found to work out to 
the fairest advantage of all parties to | 


a transaction. Purchasers of new ap- 
pliances realize the logic of the firm’s 
argument that it must make sufficient 
on the sale to cover its 
charges, while purchasers of used ap- 
pliances benefit by the policy in that 
they have not to pay for the generosity 
of the company in its efforts to clinch 
a new appliance sale, 

Selective canvassing is still consid- 
ered the most effective method of pro- 
moting sales in the opinion of Mr. 
Yuill and he believes that window dis- 
plays are possibly the next most 
important factor. In this latter respect 
Mr. Yuill pays compliment to Ed 
Foote, display manager of the com- 
pany, who has achieved considerable 
success in national and international 
window display contests and has won 
considerable laurels in local window 
dressing events. 


| 
| 
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YOUR ORDER FOR 
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G2 CADILLACS 


VITAL NATIONAL DEFENSE 
WORK IS LIMITING 
OUR PRODUCTION 


NONE OF THE FINE 
QUALITY FEATURES HAS 
BEEN OMITTED— 
NEW IMPROVEMENTS 
HAVE BEEN ADDED TO 


CADILLAC 
VACUUM CLEANER 


WITH 
3 SPEED 
» CONTROL 
AND POWERFUL 
DUAL SUCTION FANS 


VISIT DISPLAY 
BOOTH 79 
1942 
HOUSEWARES 
AND 
APPLIANCE 
EXHIBIT 


Jan. 4th to 9th 


Palmer House, Chicago 


CADILLAC ADVERTISING 
BACKED BY CADILLAC SUPREME 
QUALITY, WILL MUSTER AN ARMY 
OF BUYERS FOR YOU 


WITH EFFECTIVE CLEANING ATTACH. 
MENTS IN THE CONVENIENT CADILLAC 
MARRY-KIT—THE RETAIL SELLING PRICE 


TRADE-IN 

CLEANER 

Write Today for Complete Details of 
Our Selling Plan—You'll Profit 


CLEMENTS MFG.CO. 


6666 So. Narragansett Ave., Chicago, Ill. 
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LETTERS 


"We Are Not Priority Snooty” 


E’VE all had the experience, 
when trying to buy theatre tick- 
ets at a “Standing Room Only” show, 
of the bored and supercilious air of the 
ticket vendor at the window. That’s the 
kind of attitude which may easily de- 
velop during a so-called “seller's mar- 
ket” for electrical appliances. There are 
shortages and there are delays in de- 
liveries and there are all the other 
things which make the distributor feel 
that he is doing a favor when he lets 
a dealer have some merchandise. 
And so it is a special pleasure to 
see the way the Simon Distribution 
Corporation of Washington, D. C, and 
Baltimore, Md. are handling this par- 
ticular situation. They sent us, along 
with all their dealers, a copy of a blow- 
up telegram clarifying their position. 
The gist of the telegram is reproduced 
below: 


Enclosure 


You wouldn’t send a boy to do a 
man’s job. Consequently, I thought 
that this message was too big and too 
important: to put on an ordinary let- 
terhead. 

For the past few months, all of us 
have seen a ‘once-in-a-lifetime’ sell- 
er’s market developing with astound- 
ing rapidity. A seller’s market is a 
market wherein distributors like our- 
selves can, without a great deal of 
effort, sell all of the merchandise allo- 
cated to us by our various suppliers. 
A seller’s market is apt to create a 
lackadaisical attitude on the part of 
the seller and that is the reason for 
this message to you. 

Some distributors seem to take a 
strange delight in telling customers 
that they cannot fill orders. Some dis- 
tributors are saying to their custom- 
ers, ‘You’re lucky to get this merchan- 
dise’. Some distributors are telling 
their customers that ‘If you don’t buy 
this, we can’t give you that’. 

That is not true of Simon Distribut- 


ing Corporation. Of course, we are 
all symbolically in khaki now and are 
glad to make sacrifices to help Uncle 
Sam. Nevertheless, we have not for- 
gotten that our best business asset is | 
the loyalty of our customers. Accord- | 
ingly, if during this emergency, pri- 
ority orders interfere with our ca- | 
pacity to continue our flow of goods 

to you without interruption, we shall | 
profoundly regret our inability to give 

you precisely what you want. | 

Furthermore, we want you to know 
that even when our inventory position 
is such that we have nothing to press | 
for sale, we are still keenly interested | 
in you and in your problems and we | 
hope that you will at all times con- 
tinue to counsel with us and swap | 
ideas. 

In spite of the scarcity of merchan- | 
dise, we want you to know that we 
appreciate your orders as much as | 
ever. We regard every order as a | 
high compliment—as an expression of 
confidence in us. 
fill these orders, 
do so. 

We are not fair weather friends in 
business. We shall sweat just as hard 
during the coming months trying to 
serve our dealers so that they can 
better serve the ultimate consumer. 

And in these hectic days of sub- 
stitutions, we are looking zealously 
for new and available items to supple- 
ment those which have been curtailed. 
This is our idea of how to help our- 
selves and our customers survive this 
national emergency. 

So, when the show is all over and 
victory has been attained, we hope 
you will be able to say that there was 
no fluctuation in our loyalty to you 
or in our sensitive interest in your 
welfare. 

We are not ‘priority snooty’. 


If it is possible to 
we shall be alert to 


James H. Simon | 
President 
Simon Distributing Corporation 


GADSBY 
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PBERT Girecusreiny 


“THIS WAS THE CLOSEST THING TO AN ACTUAL DEMONSTRATION | COULD GIVE THE 


CUSTOMER, MR. GADSBYI" 
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The Salesman Problem By D. S. Stophlet.................05. 


Some fundamental rules to follow in hiring, training and paying 
retail salesmen. 


Diversify Now—Lure to January Shows... 


Hunt for merchandise and new lines will bring pllgtes to Chicago 
January 5-17 


Rise of the Portable lroner By Tom F. Blackburn... 


Herb Names—Sales Dynamo By Edwin H. Hoover........ 
A quick look at a successful Denver merchandiser. 


Trade-Ins . . Become Merchandise By Clotilde Grunsky. 


Dealer's experience and ideas on handling used appliances at a 
profit. 


Ideas 


Vacuum Cleaners Belong in the Utility Setup ......... 


A utility man gives his ideas on what it takes to sell a vacuum 
cleaner and keep the customer happy. 


Teaching Home Service Girls Salesmanship .......... 
Miss Rogers of Union Electric Co., St. Louis, has some practical 
suggestions for home service girls whose job it is to sell the house- 
wife on appliances. 


GE's Retail Development Leagues hear factual information on pres- 
ent selling conditions. 


League Men Meet in Washington.....................-. 


Some candid portraits from the Sixth International Convention of 
Electrical Leagues. 


Appliances that Promote Health.......... 


Don't overlook the health angle in selling appliances. 


New York's Record Exchange... 


The story of a unique business which pa “a shine 
graph records. 


When Utah Power & Light Co. went out of the merchandising busi- 
ness, thirteen former utility salesmen started their own business with 
surprising results. 


A utility executive gives some plain advice to dealers. 
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